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Abstract 
 
This thesis assesses the applicability of the I-Model in a dynamic, competitive (Shao, 
Chen, & Cheng, 2008) and co-operative setting of an industrial cluster that is located 
in an emerging country. Particular to this setting is the inherent, limited resources 
among  SMEs (Durmaz & Tasdemir, 2014) and the lack of consistent foreign trade 
policies towards international businesses in developing countries (Osei-Bonsu, 2014). 
An objective of this research is to investigate the extent to which the effects of 
international exposure (IE), which is derived from both network ties (NT) and mimetic 
pressure (MP), would have on internationalisation knowledge (IK) and on the process 
of internationalisation of clustered SMEs.  
 
For this research, a proposed synthesised innovation diffusion model encompassing 
four stages of internationalisation development was developed This proposed model 
accounts for firms embedded in network relations (Uzzi, 1997) that were derived from 
a cluster location (M. E. Porter, 1998, 2000). A mixed-methods sequential explanatory 
approach (Creswell, 2003; Ivankova, 2014; Ivankova, Creswell, & Stick, 2006) was 
undertaken in order to assess the two research questions aimed at evaluating the effects 
of international exposure on the SMEs co-located within the industrial cluster, while 
assessing the reasons and characteristics of the impact. 
 
In Study 1, survey data was collected from 26 SMEs located within the lingerie 
industrial cluster of Nova Friburgo/Rio de Janeiro/Brazil. Descriptive analysis of the 
findings from Study 1 indicated a lack of pattern between network activities and the 
internationalisation practices (export intensity) of the SMEs. According to these 
results, export intensity was low, regardless of these firms’ IE from NT. On the other 
hand, there was a strong suggestion of positive impact of IE from MP among these 
companies as well as a positive indication that the SMEs behaved according to the 
proposed I-Model, which highlighted the need for further examinations. .In Study 2, 
an explanatory case study approach was undertaken to follow up the findings from 
Study 1. This study involved a systematic selection of participants (Ivankova, 2014), 
and semi-structured interviews were conducted with firm managers from seven SMEs 
within the same industrial cluster. Partial effects of IE from NT on both the IK and 
 
viii 
internationalisation process were found respectively by means of the intra-cluster 
supporting institutions and trade shows. The major source of the SMEs managers’ IK 
was through the supporting institutions acting within the Nova Friburgo cluster. 
Moreover, the local annual trade show aided in providing customer connection for 
these firms. On the other hand, there was no indication that these companies 
experienced the IE from MP. The SMEs managers’ perception of a lack of ability to 
mimic competing firms’ internationalisation contributed to the viewpoint that only 
bigger and older firms with an export focus could have achieved consistent 
internationalisation. 
 
The integrated findings of this research not only extend the understanding of the 
literature but also provide further insights that are beneficial to both academic 
researchers and policy makers. First, the findings show  that SMEs from emerging 
countries that are geographically co-located within an industrial cluster may perform 
according to the prescribed stages of the proposed I-Model. Second, the findings 
provide a better understanding of the IE among industrial cluster-embedded firms. 
And finally, the findings highlight  importance of government policies on the 
internationalisation of SMEs, as it was outraised  as a justification for the lack of 
proactiveness among SMEs in terms of overseas-customer search. And, finally, the 
results provided insights for both academic researchers and policy makers.  
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Chapter 1 
Chapter Synopsis 
This chapter provides an overview of this thesis. It starts with the research background 
and the justification of the study. Next, the research problem and research issues are 
introduced and the proposed frameworks to address them are presented. Following 
this, the research questions, methodology designs and expected contributions and 
significance of the study are discussed. This chapter concludes by outlining the thesis 
structure. 
 
1.1 Background and Justification 
Small and medium-sized enterprises (SMEs) play a substantial role in a country’s 
economy. They contribute to an average of 60% of the gross domestic product (GDP) 
and to about 97% of a country’s employment (World Bank, 2011). Studies have shown 
that it is crucial for many SMEs to pursue success in international markets, especially 
in the case of a limited domestic market (Coviello & Munro, 1995; Hill, Cronk, & 
Wickramasekera, 2014). Notably, internationalisation can expand markets, increase 
scales of production, develop management practices, and add in terms of products 
diversification and adaptation (Hill et al., 2014). However, on average, small firms 
still account for less than a 25% share of many countries’ export intensity (Ayyagari, 
Beck, & Demirgüç-Kunt, 2003; World Bank, 2011). 
  
The internationalisation of SMEs is a complex process that comprises the discovery 
of opportunities, interest and engagement in a firm’s transition from an initial domestic 
market focus to having operations that extend across overseas markets. This process 
involves decision-making by managers that may necessitate the deployment of 
resources for the firm’s preparation and adaptation to meet overseas market 
requirements (Calof & Beamish, 1995).  
 
According to the Innovation Diffusion model of internationalisation (I-Model) this 
engagement develops in incremental stages (Bilkey & Tesar, 1977). The prescribed 
number of stages and phases that firms go through tend to vary in the literature (C. 
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Welch & Paavilainen-Mäntymäki, 2014) according to how internal and external 
stimuli may influence the companies. Although the seminal works on the I-Model are 
dated, the model’s applicability is still recognised in certain contexts (Da Rocha, Kury, 
& Monteiro, 2009), especially for the internationalisation of SMEs. Notably, the 
model has continued to attract research interest over the past decade (Da Rocha et al., 
2009; Freeman, 2002; Lim, Sharkey, & Kim, 1991; Spowart & Wickramasekera, 
2012; C. Welch & Paavilainen-Mäntymäki, 2014; Wickramasekera & Oczkowski, 
2006).  
 
Studies exploring the internationalisation of firms located within industrial clusters 
have noted the influence of both personal as well professional relationships between 
cluster members in enhancing international exposure and awareness of market 
opportunities in other countries (Fernhaber & Li, 2013). Networks embeddedness 
gives top management within firms access to information (Da Rocha et al., 2009) and 
to knowledge not bound by training or by previous experience, termed non-
experiential knowledge (Casillas, Barbero, & Sapienza, 2015). Firms also face the 
pressure to imitate others when they are exposed to companies that may perform in a 
certain way (Li & Ding, 2013), in this case, by imitating the strategies of companies 
that have engaged in foreign trade. 
 
This exposure usually happens either through network ties (Elango & Pattnaik, 2007; 
Fernhaber & Li, 2013) or simply by the imitation pressure that is present within the 
cluster dynamics (Elango & Pattnaik, 2007; Li & Ding, 2013). Therefore, firms are 
likely to raise awareness as well as to acquire more information and knowledge of 
opportunities overseas because of their levels of involvement with other firms. 
 
1.2 Research problem  
Much has been discussed about the factors that affect the export development of firms 
in terms of trial and engagement in the global market (Beers & Panne, 2009; Cassiman 
& Golovko, 2010; Cerrato & Piva, 2010; Hobdari, Gregoric, & Sinani, 2009). There 
is evidence to suggest that some companies follow sequential and incremental paths 
towards internationalisation (Johanson & Vahlne, 1977). Literature also highlights the 
role of networks in the internationalisation of firms for two core reasons: markets are 
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networks of relationships and these relationships offer potential for learning and for 
building trust and commitment; and they are seen as preconditions for 
internationalisation (Johanson & Vahlne, 2009). 
 
Although extensive research has been carried out on the internationalisation of SMEs 
(Cerrato & Piva, 2012; Coviello & Munro, 1997; Gashi, Hashi, & Pugh, 2014; 
Hutchinson, Quinn, & Alexander, 2006; Lamb, Sandberg, & Liesch, 2011; Olejnik & 
Swoboda, 2012; K. Sharma, 2003), limited studies have attempted to test the 
applicability of the I-Model model on firms geographically co-located within an 
industrial cluster. The present study is especially interested in firms that are exposed 
to the internationalisation strategies and practices of other firms co-located within an 
industrial cluster. 
 
Firms that are located in industrial clusters are exposed to a large array of information 
and knowledge (Cainelli, Di Maria, & Ganau, 2014) of which they may (Bathelt, 
Malmberg, & Maskell, 2004) or may not take advantage (Molina-morales, García-
villaverde, & Parra-requena, 2014; Van Beers & Van der Panne, 2011). This, referred 
to as the international exposure of firms. International exposure has been defined as 
“the extent to which a venture’s management team comes into contact with 
international knowledge through prior experiences or network relations” (Fernhaber 
& Li, 2013, p. 316).  
 
Therefore, the aim of this study is to investigate the influence of the international 
exposure derived from cluster dynamics on the internationalisation process of the 
clustered firms. Three steps will be taken to address this research aim. First, an adapted 
innovation-related model of internationalisation (I-Model) is proposed in order to 
account for the clustered firms’ scenarios. Second, the extent of the international 
exposure from network ties and mimetic pressure from these firms will be assessed. 
Finally, the proposed adapted I-Model and the international exposure is evaluated in 
order to identify the extent of the influence of the cluster dynamics on the 
internationalisation process of these firms. 
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1.3 Theoretical Frameworks and Research Scope 
This research is influenced by three key theoretical frameworks: the innovation 
diffusion stages model of internationalisation (I-Model), the industrial cluster theory 
and networks. Such frameworks are aligned with the research issue being investigated 
in this research, namely, the influence of the international exposure of SMEs co-
located within industrial cluster. This way, the first framework, I-Model, accounts for 
the internationalisation of SMEs recognised for their limited resources (Durmaz & 
Tasdemir, 2014) located in emerging countries where there are limited policies 
towards firms internationalisation (Osei-Bonsu, 2014). This model explains the staged 
approach of small firms towards internationalisation (Bilkey & Tesar, 1977; Cavusgil, 
1980; Czinkota, 1982; S. Reid, 1981; C. Welch & Paavilainen-Mäntymäki, 2014; 
Wickramasekera & Oczkowski, 2006) as well as acknowledges this overseas 
movement as an innovation for the firm (Andersen, 1993). Also, it accepts the 
existence of stimuli or triggers (Bilkey & Tesar, 1977) for the export development 
originating outside the firm such as an unsolicited order. Therefore, the I-Model is 
deemed suitable to frame SMEs expected to be embedded (Granovetter, 1985) in 
intense network practices (Shao et al., 2008) derived from the cluster location (Martin 
& Sunley, 2003) which can be further converted into international exposure 
(Fernhaber & Li, 2013) (refer to Section 2.3.1).  
 
 The second framework, industrial cluster theory, provides an explanation for the 
cluster dynamics in which these SMEs are involved. Among the several cluster 
dynamics, network ties (Eberhard & Craig, 2013; Manolova, Manev, & Gyoshev, 
2010) and mimetic pressure (DiMaggio & Powell, 1983; Li & Ding, 2013) were 
deemed appropriate to account for the intra-cluster international exposure to which 
SMEs are exposed. This is because these dynamics have shown to affect the 
internationalisation of firms to some extent but to date have not been examined as 
tools to foster the international exposure of clustered companies.  
 
And finally, the third framework of networks aids in providing accurate lenses to 
investigate the research issue. Social networks have shown to be an important 
characteristic of industrial clusters (McEvily & Zaheer, 1999; Zhou, Wu, & Luo, 
2007). They can aid knowledge spillover (Cainelli et al., 2014) and information 
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dissemination. Together, these three frameworks (I-Model, industrial clusters and 
networks) are used in the present study to analyse the internationalisation of these 
clustered SMEs. It is important to highlight that (aligned with the focus of this research 
on SMEs) this study is limited to the export practices of these companies.  
 
1.4 Methodology Overview 
In order to test the proposed innovation-related model of internationalisation along 
with international exposure, a mixed-methods approach was deemed appropriate for 
this study. A mixed-methods study involves “integrating quantitative and qualitative 
approaches to generate new knowledge and can involve either concurrent or sequential 
use of these two classes of methods to follow a line of inquiry” (Stange, Crabtree, & 
Miller, 2006, p. 293). The purpose of this approach is to provide a more in-depth 
understanding of the research problem, which could be restricted through the use of a 
single method approach. Moreover, the response rate achieved in the quantitative 
study was very small despite the appropriate steps taken in the designing and 
conducting of the survey. As such, a supporting qualitative study was conducted to 
achieve the research objectives.  
 
The study consisted of two sequential stages: a quantitative survey followed by a 
qualitative case study. Creswell (2003) presents four key decisions that need to be 
made for the adoption of a mixed-methods strategy of inquiry: the choice of 
implementation sequence of the quantitative and the qualitative data collection and 
analysis, the choice of priority that will be given to one of the designs, in which stage 
the findings will be integrated and if there will be an overall theoretical perspective 
used in the study. Table 1.1 presents the issues and the decisions for this study. 
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Table 1.1  
Key Decisions in a Mixed-Methods Study and the Procedures of This Research 
Decision This research 
Implementation Sequential – quantitative first 
Priority Quantitative 
Integration Twice: 
1) Sample Selection for Study 2 and Interview protocol 
development; 
2) Analysis at data discussion 
Theoretical Perspective Implicit 
Source: designed for this study based on (Creswell, 2009) 
 
In Stage I, a quantitative methodology was used to test the improved model of 
association between the international exposure from networks and mimetic pressure 
with an adapted innovation-related stages model of internationalisation in SMEs and 
the internationalisation knowledge of these SMEs. These results assisted in the 
development of the interview protocol for Study 2.Whereas in Stage II, the qualitative 
research design of the case study was adopted in order to reach a more in-depth 
understanding of these firms internationalisation for the explanation and a detailed 
exploration with a few cases or individuals (Creswell, 2003, 2009). A systematic 
selection of participants for a follow-up multiple-case study was undertaken based on 
the initial quantitative survey responses, which aimed to improve the quality of the 
analysis (Ivankova, 2014; Ivankova et al., 2006). Further observation of the firms’ 
digital presence will aid in the data analysis in this stage. 
 
Following the steps suggested by Creswell (2013a, 2013b), another important criterion 
to ensure the quality of a mixed methods study is the integration of the findings. Due 
to the sequential nature of this research, the integration will occur after the data 
analysis of each study and will be presented in Chapter 5 to aid in the discussion and 
conclusions.  
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1.5 Research Questions 
To address the research problem and follow the requirements of a mixed-methods 
approach, the following research questions are proposed. RQ1 addresses the first stage 
of this research, the quantitative approach: 
 
RQ1: To what extent does international exposure from intra-cluster dynamics such 
as network ties and mimetic pressure affect the internationalisation knowledge and 
the process of internationalisation of SMEs embedded in industrial clusters? 
 
The second research question addresses the second stage of the study, the qualitative 
approach, and is in two parts to accommodate an explanation for the effects or the lack 
of them: 
  
RQ2a: How and why does international exposure affect the internationalisation 
knowledge and the process of internationalisation of SMEs embedded in industrial 
clusters? 
RQ2b: How and why does international exposure not affect the internationalisation 
knowledge and the process of internationalisation of SMEs embedded in industrial 
clusters? 
 
1.6 Significance and Contribution 
This research extends knowledge of the export behaviour of geographically co-located 
firms when they are exposed to the internationalisation practice of other firms by 
means of their network ties or due to mimetic pressure. Despite the importance given 
to internationalisation of firms, industrial clusters and the networks, little is known 
about the relationship between the three frameworks. Many scholars have 
acknowledged the link between networks and cluster theories (Casanueva, Castro, & 
Galán, 2013; Eisingerich, Bell, & Tracey, 2010; Gnyawali & Srivastava, 2013; 
Gordon & McCann, 2000; Visser, 2009), but very few have tested this against the 
proposals of the I-Model. This research contributes both to the academic literature and 
to practical knowledge by providing insight into the embeddedness of firms and their 
exposure to internationalisation. The theoretical and practical implications of this 
research are discussed in the following sections. 
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1.6.1 Theoretical Implications 
The theoretical implications of this research are twofold. Firstly, it aims to advance 
the literature on the internationalisation of firms by presenting and adapting an 
innovation-related model of export development. Secondly, despite the fact that the I-
Model has continued to attract research interest over the past decade (Da Rocha et al., 
2009; Freeman, 2002; Lim et al., 1991; Spowart & Wickramasekera, 2012; C. Welch 
& Paavilainen-Mäntymäki, 2014; Wickramasekera & Oczkowski, 2006), scant 
attention has been given to its applicability in the context of firms that are highly 
embedded in networks. This study combines the I-Model with the industrial cluster 
and network frameworks to propose an alternate model of export development for 
geographically co-located firms.  
 
1.6.2 Practical Implications 
This research has several practical applications. Firstly, it assesses whether the 
surveyed firms behave according to the proposed stages of internationalisation. Thus, 
an evaluation of the proposed innovation-related model highlights the importance of 
a direction to be followed towards the internationalisation development of the firm. 
Secondly, the study performs an assessment of the importance of the international 
exposure to the export development of the firms. Hence, a route to be performed by 
the firms can be discussed for firms targeting overseas expansion. Thirdly, 
internationalisation knowledge is assessed against both international exposure and the 
internationalisation development stage. As such, it is possible to track ways to increase 
this important knowledge for internationalisation development. Fourthly, the impact 
of an international orientation on the management team is assessed to gauge its 
importance, along with the international exposure derived from geographical co-
location. Lastly, an understanding of the reasons that international exposure impacts 
or does not impact on the internationalisation knowledge or on the internationalisation 
process are demonstrated in order to evaluate the research problem in a holistic way. 
 
This research could prove highly valuable for governance institutions within the 
cluster who are seeking to foster internationalisation among the co-located firms. 
These institutions could make good use of these results by applying them to policy 
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instruments related to promoting internationalisation of firms within industrial 
clusters. 
 
1.7 Thesis Outline 
This thesis was developed in accordance with Chad Perry’s (1998b, 2008) proposed 
structure which describes the sequence for a research thesis that can be seen in Figure 
1.1. The thesis is composed of five chapters. This introductory chapter, Chapter 1, 
outlines the background of the research, presents the theoretical frameworks within 
this study, identifies and establishes the context of the research and presents research 
questions. Chapter 2 critically analyses the literature focusing on internationalisation, 
industrial cluster dynamics, and networks. In this chapter, the theoretical foundation 
for the proposed, improved model of internationalisation is also presented, in addition 
to the hypotheses to be tested. Because of the unfeasibility of testing these hypotheses 
due to the low survey response rate, strategies to this problem are elaborated. The 
propositions for the qualitative investigation of Study 2 are also introduced in this 
chapter. Chapter 3 explains the methodological design. The chapter begins with a 
discussion of the philosophical perspective underpinning this research. Next, the 
research methodology is detailed through an elaboration of the mixed-methods 
approach, the sampling recruitment technique, measurement scales and methods of 
analysis. Chapter 4 presents the descriptive analysis of the survey from Study 1. This 
chapter also details the development of Study 2, the utilisation of case studies, by 
means of the analyses of the semi-structured interviews and digital presence 
observations. Chapter 5 integrates the analysis of both studies 1 (Quantitative) and 2 
(Qualitative), and presents the interpretation of the entire analysis (Creswell, 2003, 
2009). Finally, the conclusion, discusses the overall findings and implications of this 
research for theory and practice. The limitations of the current study and directions for 
future research are also highlighted. 
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Figure 1.1. Thesis outline 
Source: developed for this study
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Chapter 2 
Chapter Synopsis 
This chapter provides a review and critique of the literature on firm 
internationalisation, with an additional focus on the internationalisation of firms that 
are embedded in industrial clusters. First, internationalisation is defined in Section 2.1. 
Then, a brief overview of the research development into internationalisation is 
presented in Section 2.2 in order to identify the most suitable frameworks for this 
study. In Section 2.3 the innovation model (I-Model) and networks are identified as 
important frameworks for this research and are elaborated. The section that follows 
reviews the intra-cluster dynamics related to ties between the companies and the 
potential isomorphism of geographically co-located firms towards 
internationalisation. Section 2.4 presents the research issue that is investigated in this 
research: the effects of the international exposure on the internationalisation of SMEs 
located within an industrial cluster. Next, the relevant constructs used for identifying 
the behavioural patterns of the firms towards internationalisation and the development 
of hypotheses are detailed. Section 2.5 explains the rationale for conducting a 
subsequent explanatory qualitative study and presents the propositions developed for 
Study 2. Lastly, in Section 2.6, the chapter concludes with the proposal of a conceptual 
model, and further details, the hypotheses and propositions developed for this 
research. The major sections presented in this chapter are illustrated in Figure 2.1. 
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Figure 2.1 - Organisation of Chapter 2. – developed for this study 
 
2.1. Introduction 
Internationalisation continues to be of paramount importance because it plays a vital 
role in the world’s output and employment (S. C. L. Koh, Demirbag, Bayraktar, 
Tatoglu, & Zaim, 2007). Several attempts have been made to define the concept of 
internationalisation in the literature. This divergence in definitions is based on the 
different viewpoints used to study the phenomenon, including economics 
perspectives, an entrepreneurship view, and behavioural and relationship approaches. 
Calof and Beamish (1995) described internationalisation as the adaptation of firms to 
overseas markets and have included in their study the reason for selection among entry 
modes and for de-internationalisation as a result of top management team attitudes and 
perceptions. Welch and Luostarinen (1988) included a time array in their definition 
and described it as process in which there is an increasing involvement towards 
international markets. Encompassing the incremental aspect of internationalisation, 
Oviatt and McDougall (2005) mentioned that internationalisation ranges from the 
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discovery to the exploitation of overseas opportunities in order to be developed. As 
can be seen, there is lack of a universal all-encompassing accepted definition for the 
term ‘internationalisation’ (Jones, Coviello, & Tang, 2011; L. S. Welch & 
Luostarinen, 1988; Whitelock & Munday, 1993). 
 
This dissertation adopts the definition of internationalisation as “the process of 
increasing involvement in international operations” from Welch and Luostarinen 
(1988, p. 36) with the understanding that the accomplishment of internationalisation 
requires time for discovery and decisions, adaptation of internal processes and an 
incremental strategy. In the context of international business, a process approach is 
one in which the firm takes a series of linked actions in order to achieve international 
markets (Johanson & Vahlne, 1977). Initially grounded in the international 
behavioural literature, this definition has been increasingly applied in process-based 
internationalisation research which recognises the importance of knowledge 
acquisition to the development of internationalisation of the firm (Mejri & Umemoto, 
2010; C. Welch & Paavilainen-Mäntymäki, 2014), and is also aligned with the 
innovation diffusion approach of internationalisation (Casillas, Moreno, & Acedo, 
2012).  
 
The following section presents a review of the literature and explores the development 
of firm internationalisation research and theories. A scheme of this review is shown in 
Figure 2.2.  
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Figure 2.2. Presentation Scheme of Internationalisation Theories Reviewed.  
Source: Compiled for this study base on Smith, Dowling and Rose (2010) organisation 
of themes.  
 
2.2 Research Development on Internationalisation 
Research on internationalisation has shifted its focus from the country-based theories 
that explained the trade between nations to the firm-based theories that concentrated 
on issues related to firms such as prompters, competitive strategies and patterns. The 
unfolding of these theories provides rich insights for understanding the current 
theories and selecting the most appropriate framework for this analysis. This review 
draws upon the development of the major firm-based internationalisation theories. 
Therefore, earlier country-based explanations such as Mercantilism, Absolute 
Advantages, Comparative Advantage Theory and the Theory of Relative Factor 
Endowments, which are beyond the scope of this research will not be explored. 
 
2.2.1 Foreign Direct Investment Theories of Internationalisation  
Three major theoretical approaches have focused on the role of multinational 
enterprises (MNE) through a Foreign Direct Investment (FDI) entry mode (Hymer, 
1976). MNE is defined as a firm that owns and controls ongoing business activities in 
at least two countries. The Monopolistic Advantage Theory represents an early shift 
in the study of internationalisation as it focuses on firm-level variables in explaining 
FDI establishment, unlike theories that emphasise country-type indicators, for 
Internationalisation 
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example, Aliber’s portfolio theory (Agarwal & Ramaswami, 1992; 1996) highlights 
the importance of interest rates differences as a driver for the FDI establishment 
(Kogut & Singh, 1988). According to Hymer (1976) the two major determinants of 
firms FDI are the ability to overcome competition and , the potential to exploit firm-
specific advantages. Both determinants evolve from the awareness of imperfections in 
foreign markets that presents as opportunity for a firm to realise profit-maximisation 
through optimising resource allocation and productivity. The second approach, the 
Internalisation Theory of Buckley and Casson (1976) extended the discussion by 
Hymer (1976), and addresses methodological shortcomings of previous frameworks 
(Rayome & Baker, 1995). The Internalisation theory is underpinned by the rationale 
that firms should consider FDI when the costs associated with an FDI are lower than 
the costs of supplying goods and services to another country (Buckley & Casson, 
1976). Dunning’s (1988) eclectic paradigm , is the third major theoretical approach in 
FDI research. It views the establishment of an overseas facility as a natural 
development stage for the firm (Rayome & Baker, 1995). The eclectic paradigm is 
based on a combination of firm-specific and country-specific advantages that 
incorporates the rationale for a firm’s decision to manufacture abroad (foreign direct 
investment) (Dunning, 1981). Dunning (1981) proposes three conditions for the 
establishment of FDI in an overseas market: ownership advantages (O), location-
specific advantages (L) and internalisation advantages (I).  
 
The applicability of these theories is, however, limited to firms that are resource rich, 
with appropriate knowledge and experience, and with sufficient financial capability to 
invest in the establishment of overseas activities. Also, FDI as an internationalisation 
strategy, is usually preferred by companies that are highly dependent on the 
exploitation of intellectual property as their main source of competitive advantage, as 
in this case, there would be a greater need to exercise control in order to protect their 
investment (Hymer, 1976). 
 
2.2.2 Stages/ Process Models 
Two influential theoretical perspectives have emerged in the literature that propose the 
internationalisation of firms as a process of evolvement through stages: the Upsalla 
model (U-Model) and the innovation related model (I-Model). The emphasis of stages-
  
16 
type theories highlights the sequential nature of a firm’s international development, 
and this incremental evolvement in stages is viewed as an important factor in reducing 
a manager’s perception of uncertainties and risks in foreign expansion (Rhee & Cheng, 
2002). 
 
The Uppsala school of thought encompasses both a stages (Johanson & Wiedersheim‐
Paul, 1975) and a process explanation of firm internationalisation (Johanson & 
Vahlne, 1977) that have been collectively labelled as the Uppsala model (U-model). 
The U-model highlights the interplay between knowledge, commitment and 
internationalisation decision, and it proposes that a firm’s acquisition of experiential 
knowledge would influence its incremental commitment to international markets 
(Johanson & Vahlne, 1977, 1990). There have been much debate surrounding the U-
model, with subsequent researchers criticising the model as deterministic (S. Reid, 
1983; Turnbull, 1987) as well as its over-reliance on the role of experiential knowledge 
as the key explanation for internationalisation (Blomstermo & Sharma, 2003). 
Notably, the model was recently revisited and revised by its original authors to address 
the increasing importance of networks in the internationalisation process (Johanson & 
Vahlne, 2009). 
 
The second school of thought, the I-model, views internationalisation (through 
exports) as an innovation of the firm (Andersen, 1993). The model highlights a firm’s 
engagement in export activities in accordance with the maturity of the firm and its 
managers (Bilkey & Tesar, 1977; Cavusgil, 1980; Czinkota & Johnston, 1983; S. Reid, 
1981). The notable difference between the I-model and the U-model is the assumption 
of incrementality in the U-model; the model did not consider that companies’ 
externalities could affect the internationalisation process and a firm could, for 
instance, skip the awareness stage and move straight to the trial stage because of an 
unsolicited order. The U-Model also does not consider the role of the co-location 
influencing the firm managers towards foreign markets through, for example, co-
operation. However, common to both models, is the lack of perception of the 
importance of the non-experiential learning about internationalisation of the firms that 
could lead to ‘bypassing’ stages towards a successful movement to foreign markets. 
For this research, the I-model provides a suitable theoretical framework that is 
consistent with the requirements and objectives of the proposed research questions. 
  
17 
Section 2.3.1 will present a more detailed review of the I-model and discuss how it 
will be utilised as the underpinning theoretical framework for this study. 
 
2.2.3 Born Global or International New Venture 
The terms Born Global (BG) and International New Venture (INV) have been used to 
characterise firms that internationalise rapidly or from the inception phase (Knight & 
Cavusgil, 2005). These firms are believed to have skipped the stages of 
internationalisation previously proposed in the literature (Chetty & Campbell-Hunt, 
2004; Oviatt & McDougall, 1994). Despite the terms often being used 
interchangeably, there are definitional differences between BG and INV (Oviatt & 
McDougall, 1994; Zahra, Ireland, & Hitt, 2000). Born global firms are defined as firms 
that achieve a minimum of 25% sales revenue through their international operations 
within three years of foundation (Cavusgil & Knight, 1997), while INVs are firms that, 
since their inception phase, seek to coordinate activities across multiple countries in 
order to achieve competitive advantage (Oviatt & McDougall, 1995). Madsen (2010; 
2013) has demonstrated that the BG classification is more focused on the extent of 
sales (volume and percentage of sales) whereas the INV designation is more concerned 
about the scope of a firms’ activities, that is, the number of foreign countries that the 
firm has involvement in sales. Recently, the BG literature has been revisited and the 
authors of the one of the most influential papers on BG argued that the INV 
terminology is more accurate than the term BG (Cavusgil & Knight, 2015). The reason 
for this is mainly because these rapid internationalised firms are not actually ‘global’ 
but rather regional (Coviello, 2015). As the debate concerning the appropriateness of 
these terms is beyond the scope of this research, this thesis will utilise both terms 
interchangeably when referring to firms that have experienced rapid 
internationalisation. 
 
There is still no accepted lapse of time for this rapid internationalisation within the 
literature. Depending on the authors, the accepted timeframe can range from within 
two years after a firm’s inception (Knight & Cavusgil, 1996), to three years (Knight 
& Cavusgil, 2005; Zhou et al., 2007) and even up to six years (Oviatt & McDougall, 
1997; Wickramasekera & Bamberry, 2003). This research adopts the three-year 
threshold following Knight and Cavusgil’s (2005) work. The main reason for this 
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decision regards the interest of this research in SMEs whose mortality rates are more 
sensible than those of larger companies.  
 
Recent developments in the international business environment have heightened the 
need for this unique explanation of rapid internationalisation of firms that diverge from 
the traditional gradual and sequential explanation. The Born Global approach places 
emphasis on the international orientation of entrepreneurs as well as the previous 
experience of decision-makers in taking advantage of foreign market opportunities 
(Oviatt & McDougall, 1997). The BG approach is notably important to firms within 
industries where quick actions and responses are required due to rapid changes and 
developments in technology (Coviello & Martin, 1999), for example, for firms with 
short life cycles products that may need to internationalise quickly (Hashai & Almor, 
2004) in order to compete and survive. Together with top management team 
experience, international networks (Oviatt & McDougall, 1995), knowledge, and 
culture (Knight & Cavusgil, 2004) have been identified as key attributes that 
contribute to the development of BG firms. The presence of these attributes could 
potentially ease the barriers associated with early and rapid internationalisation, 
especially in the case of SMEs as smaller firms are often noted to be disadvantaged 
due to their limited financial and human resources (Young, Dimitratos, & Dana, 2003). 
 
The main argument of the BG perspective against the process theories is that stages-
pacing is too deterministic, time-dependent (Andersen, 1997) and does not consider 
the possibility of firms not following the stages (Knight & Cavusgil, 1996). Oviatt and 
McDougall (1997) suggested that the incremental and risk-avoiding nature of the 
stage-based approaches are dispensable and do not account for the rapid 
internationalising behaviour of born global firms. However, despite the criticisms 
against stages theories, it should be noted that the feasibility of leap-frogging stages 
has actually been proposed in the I-model, where the presence of prior international 
knowledge may impact on a firm’s decision-makers (Bilkey & Tesar, 1977). 
Additionally, there is also the possibility of firms compressing the stages to different 
time frames (Gankema, Snuif, & Zwart, 2000; Lim et al., 1991; Robertson, 1971; 
Rogers, 1962). The BG approach suggests that the stages theories do not account for 
internationalisation of large MNCs that are well endowed with resources (Freeman, 
2007) and of firms operating in the service sector (J. Bell, 1995). Freeman (2007, p. 
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6) added that the stages model does not explain “smaller-born global firms with low 
resource commitment, rapid commercialisation expectations, and a preference for 
collaborative entry modes, for example, strategic alliances over independent modes 
such as exporting (Crick & Spence, 2005)”. 
 
Another argument presented in the BG literature is that de-internationalisation is not 
elucidated in the stages models. De-internationalisation or rejection happens when a 
firm reduces its engagement in overseas activities (Benito & Welch, 1997). Fletcher 
(2001) argues that de-internationalisation is more reactive than proactive, highlighting 
the discontinuity of overseas orders and the unsatisfactory performance of overseas 
agents. In the stages literature, Reid’s (1981) model is notably one of the few that has 
mentioned the possibility of rejection within stages of foreign involvement. 
 
Despite the various criticism to the stages explanation of firm internationalisation, 
there are actually numerous studies that agree with the stages proposals that managers 
would adopt an incremental, evolutionary, stage-based process to internationalisation 
(Chetty & Hamilton, 1996; Fan & Phan, 2007; Rialp, Rialp, Urbano, & Vaillant, 
2005). Furthermore, there have been recent calls for continuing the examination of the 
process theories by means of an “intersection and tension between” learning, network 
positioning and capability development (C. Welch & Paavilainen-Mäntymäki, 2014).  
 
The applicability of the BG framework to this study is limited for a number of reasons. 
First, the BG framework does not consider the diffusion effect of an innovation within 
a cluster area in which “the movement towards international markets in a cluster is 
seen as a process starting with the ‘discovery’ of exporting and its adoption by one or 
a few innovative firms, and later, in case the experience is successful, the diffusion of 
this business experiment to other firms in the cluster.” (Da Rocha et al., 2009, p. 530). 
It rather assumes an international orientation of the management team (Casillas et al., 
2012). Second, the BG framework has a rather critical applicability for SMEs 
recognised for their limitation in resources (Durmaz & Tasdemir, 2014). In addition 
to the resources constraints of the SMEs is the situation of firms located in emerging 
countries, as many of these firms face issues related to having inadequate working 
capital (Rhee & Cheng, 2002; Tesfom & Lutz, 2006) and lacking the ability to self-
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finance (Ah Keng & Soo Jiuan, 1989; Kaynak & Kothari, 1984; Uner, Kocak, 
Cavusgil, & Cavusgil, 2013). 
 
2.2.4 Network Perspective of Internationalisation 
The network perspective of internationalisation addresses the concept of relationship 
as the key concept for firms’ engagement in exports (Håkansson, 1982; Johanson & 
Mattsson, 1987). Although firms may specialise in what they do best, they do not do 
so in isolation. Studies have confirmed that formal and informal network relations with 
suppliers, buyers, government and competitors tend to play important roles in the 
success for a firm (Overby & Min, 2001). Firms in a network are exposed to a diversity 
of knowledge which may foster innovation (Mohannak, 2007; Moller et al., 2005), 
learning within a competitive environment (Shao et al., 2008) and opportunities for 
development in the foreign markets (Johanson & Vahlne, 2006).  
 
2.2.5 Selecting a Theoretical Framework 
Based on the above review, the I-Model is selected as the theoretical framework to 
underpin this research. The rationale for this selection can be attributed to the 
compatibility of the I-model to the proposed research objectives. First, the I-model 
accounts for the sequential international development common among SMEs in 
emerging economies that often operate with limited resources and lack adequate 
support from public policies. Second, the flexibility of the I-Model allows the proposal 
of an adapted model that recognises the importance of non-experiential knowledge 
and the role of experimentation as detailed in section 2.3.1.3. The next section 
introduces the conceptual framework of this research and presents an in-depth review 
of the I-model. 
 
2.3 Conceptual Frameworks 
This section examines frameworks that will be adopted for this research: the I-model, 
the networks and the industrial cluster theory. These frameworks are detailed to 
support the conceptualisation of this research and the development of hypotheses. 
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Figure 2.3. Conceptual framework of this Research Scheme  
Source: developed for this study 
 
2.3.1 Framework One: The Innovation-Related Stages Model of 
Internationalisation 
The Innovation-related model (I-Model) and the Upsala model (U-Model) describe 
internationalisation in terms of stages. Unlike the U-Model, the I-Model focuses on 
the level of involvement of the firm and the manager or its management team rather 
than on the sequential and incremental activities (Andersen, 1993). The I-Model was 
originally derived from consumer behaviour research and its sequence of stages relates 
to a process model, although the sequence depends on the initiative of the process. The 
I-Model sees exports as an innovation for the company, manager or management team 
(Andersen, 1993), and explains firms engaging in the internationalisation according to 
the maturity of the company and its managers (Bilkey & Tesar, 1977; Cavusgil, 1980; 
Czinkota & Johnston, 1983; S. Reid, 1981). 
 
It has become common place to assume that a company may only maintain its 
competitiveness if it implements innovations that add value for the firm (Wunderlich, 
Größler, Zimmermann, & Vennix, 2014). Innovation can be defined as the outcome 
of any effort to improve the state of something that was established, and it could be 
related to a process, a product, or equipment (Gerald, Robert, & Jonny, 1973; Rogers, 
1995). The management literature (Hristov & Reynolds, 2015) further elaborates on 
this definition by focusing on the actions of a firm and its management teams (O'Hare, 
1988). Relating to the I-model, the expansion of a firm from its domestic origin into 
an overseas market through internationalisation can be described as an innovation for 
I-Model
Industrial
Cluster
Networks
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the firm. In this case, the market diversification, that is, the movement from domestic 
markets to an overseas scenario is the innovation for these firms. 
 
The following sections review the propositions from various researchers and explore 
their interpretations of the innovation-related stages model that originated from 
Rogers’ (1962) study. The section begins with a discussion of the psychic distance 
concept. 
 
2.3.1.1 Psychic Distance 
The importance of the psychic distance concept is widely recognised and cited in 
international business (IB) research (Brewer, 2007). The concept attracted interest 
when it was originally discussed in Johanson and Wiedersheim-Paul’s (1975) seminal 
work on firm internationalisation. It was defined in this study as “the sum of factors 
preventing or disturbing the flows of information between firms and markets” 
(Johanson & Wiedersheim‐Paul, 1975, p. 308). This early definition focuses on 
macro-level factors which were then prevailing influences on internationalisation 
(Smith et al., 2010). Later developments in psychic distance research have 
incorporated micro-level factors such as a decision-maker’s perception regarding 
differences between markets (Evans & Bridson, 2005). Scholars have since noted the 
importance of incorporating both objective and subjective decision-maker 
characteristics in the study of psychic distance (Smith et al., 2010). 
 
Today, the term psychic distance is commonly utilised as an explanation of the 
perceived differences between countries, which could relate to characteristics such as 
language, culture, education, industrial development, political system, religious 
beliefs and colonial links (Dow & Karunaratna, 2006). Countries with greater 
perceived differences from the perspective of the domestic market are viewed as being 
psychically distant and potentially more difficult to deal with (Smith et al., 2010). For 
SMEs, psychic distance translates to a key decision factor for the selection of a country 
as destination choice for exports, as any potential uncertainties and perception of 
difficulties for a market would potentially limit a firm’s (Ojala, 2015). 
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Some of the I-Model conceptualisations drew on the concept of psychic distance 
(Bilkey & Tesar, 1977; Cavusgil, 1980) to demonstrate the firms’ overseas 
development towards the internationalisation adoption. This is evident in the studies 
on the I-Model that are presented in section 2.3.1.3. According to these studies, firms 
tend to commence exporting to psychically close countries before venturing into more 
psychically distant ones. The importance of psychic distance is recognised and 
incorporated in the proposed framework of this research (refer to section 2.3.1.4).  
 
2.3.1.2 Rogers’ Innovation Diffusion Model as a precursor to the I-Model 
The I-Model studies the internationalisation of firms by adapting the Diffusion of 
Innovation theory used in consumer behaviour research as proposed by Rogers (1962). 
The concept of innovation was defined by Rogers (1962) as the perception of newness 
of an idea, product or process by an individual or by an adopting unit, while diffusion 
describes the communication of this given innovation through certain channels inside 
a social system. Diffusion leads to whether the innovation will be adopted or not, that 
is, whether there will be “full use of an innovation as the best course of action 
available” or the rejection - “not to adopt an innovation” (Rogers, 1962, p. 177). 
 
Rogers (1962) proposes a five-stage model of the adoption process: Awareness, 
Interest, Evaluation, Trial and Adoption. The terminology, though, has changed in the 
later editions of his book and can be found in Table 2.1. The stages, however, are not 
a prescription to be followed; they only reflect the time the adopters take to move from 
one stage to another. The theory further highlighted the possibility of rejection of the 
innovation at any stage of adoption as well as the possibility of skipping stages 
especially in the case of late adopters. 
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Table 2.1 
Roger’s Adoption Process Model 
Stage Terminology changed Description 
Awareness Knowledge The individual is first exposed to an 
innovation, but lacks information about 
the innovation. 
Interest Persuasion The individual is interested in the 
innovation and actively seeks related 
information/details. 
Evaluation Decision Mental application of innovation to 
present and future situations. 
Trial Implementation Innovation used on a small scale to 
determine potential benefits. 
Adoption Confirmation Continued use of innovation. 
Note. Adapted from (Rogers, 1962) 
 
The model builds on five key characteristics that were revised by the author in a later 
study: relative advantage, compatibility, complexity, trialability and observability 
(Rogers, 2003). These aspects of the model are all grounded on perception of the 
individuals and, bearing in mind the organisational scope, on the perceptions of the 
managers and other decision-makers within the firms. The relative advantage is 
associated with the perception that an idea, “the potential innovation” is better than 
the one that is currently in practice (Rogers, 2002). Compatibility is the extent to which 
the idea is consistent with not only the company’s activities but also with the values 
and needs. Complexity is the negative aspect of the innovation that could also be 
perceived as a barrier and is related to the perception of the difficulty of 
implementation. Trialability is the degree to which there can be an attempt to innovate 
on a limited basis. Finally, observability is the extent to which the results are 
noticeable by others (Rogers, 2002). In summary, in order to implement an innovation 
in the domain of a firm, the decision-makers would evaluate whether the innovation 
is perceived in a way that would optimise the previous practice so that it is consonant 
with the company’s beliefs, within the levels of complexity are compatible with the 
proposed benefits, and whether the new idea is testable and visible.  
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Because the social aspect of the observability is a function of the communication 
channels and of the social system (Rogers, 1962) in which the firms are involved they 
are of great interest for this research. Researchers have theorised that the higher the 
cohesion of the social group, the more likely that the innovation is diffused 
(Acemoglu, Ozdaglar, & Yildiz, 2011). The cohesion of social groups is moderated 
by the frequency of the ties among the group members compared to non-members 
(Morris, 2000; Wasserman & Faust, 1994). Geographic agglomeration in industrial 
clusters is perceived to foster these ties and therefore the characterisation of this study 
is based on the cohesion of social groups as proposed in Wasserman and Faust (1994). 
The diffusion of innovation perspective regarding internationalisation (I-Model) is the 
most appropriate to study co-located firms due to the expected amount of interactions 
among the firms. Connection ties and organisational isomorphism may play an 
important role in the innovation diffusion of exports which, therefore, lead to the 
internationalisation of other firms located in the industrial cluster.  
 
In the following sections, the seminal works on the I-Model are reviewed in order to 
identify the ideal frame for this study.  
 
2.3.1.3 Studies on the I-Model within International Business 
Returning to the conceptualisation of the I-Model, this section explores various studies 
that have adapted Rogers’ (1962) innovation diffusion model for the study of firm 
internationalisation. The following sections present a chronologically-based review of 
the stages model with an aim at identifying and conceptualising a suitable theoretical 
framework for this research. 
 
Bilkey and Tesar Innovation-related Model 
Bilkey and Tesar’s (1977) model was developed to examine the export behaviour of 
SMEs at the managerial level of the firm. The study incorporates the concepts of 
innovation adoption based on Rogers’ (1962) work and proposed that development in 
internationalisation is led by management innovations that evolve according to the 
learning stages within the firm (Bilkey & Tesar, 1977). 
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Bilkey and Tesar’s (1977) six-stage model, explained in Table 2.2, range from no 
interest from managers in engaging in overseas activities to exploring the feasibility 
of exporting for psychologically distant countries. The focus of their study was on an 
export entry mode as this it is arguably the most common entry mode among SMEs 
due to lower potential risk and resources commitment.  
 
Table 2.2 
Bilkey and Tesar’s I-Model 
Stage Description 
One Management is not interested in exporting; does not even fill an 
unsolicited order. 
Two Management fills an unsolicited export order, but makes no effort to 
explore the feasibility of exporting. 
Three Management actively explores the feasibility of exporting. 
Four The firm exports on an experimental basis to some psychologically 
close countries. 
Five The firm is an experienced exporter to those countries and adjusts 
exports optimally to changing exchange rates, tariffs, etc. 
Six Management explores the feasibility of exporting to additional 
countries that, psychologically, are further away. 
Note. Adapted from Bilkey and Tesar (1977) 
 
The key triggers of managers engaging at each stage of exporting development can be 
found in Table 2.3. Moreover, the study also found that the perceived barriers to 
exporting were also correlated with the export stage of the firm, which was further 
endorsed by Uner et al (2013). In other words, the more developed the firm, the more 
aware firms were of international trade challenges, difference in consumer behaviour 
worldwide, and market representation. 
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Table 2.3 
Triggers of Management Engagement in Exporting – Bilkey and Tesar (1977) 
Stage Triggers 
Three Manager’s general image of exporting and of foreign lands 
rather than of immediate economic considerations. 
Four Receipt or non-receipt of unsolicited orders 
Five Rational decision making 
Note. Adapted from Bilkey and Tesar (1977) 
 
Aligned with Reid’s (1981) work this study demonstrates that manager’s previous 
knowledge is a catalyst for firms’ internationalisation. Although knowledge and 
managerial capabilities have been shown to increase firms’ maturity in exports, this 
can pose a problem for SMEs in the sense that they are not very likely to hire an 
experienced exports representative nor to invest in formal training for their manager 
(Osei-Bonsu, 2014). Besides the managers’ knowledge acting as a prompter to 
internationalisation, there is also evidence that the presence of other skilled human 
capital in the firm are correlated with the development of the internationalisation 
within the company (Cerrato & Piva, 2012). 
 
The work of Bilkey and Tesar (1977) has fallen under three main implications: 1) that 
a company may skip stages according to the maturity level of the managerial body, 2) 
that their study leads to policy implications and 3) that the engaging in exporting relies 
on the existence of a push mechanism. The need of an external prompter, such as an 
unsolicited order classifies the company in a reactive posture, though it has been found 
that knowledge and proactive motives can lead to strategic export intention (Baccour-
Hentati, 2010). 
 
Further consideration of the ‘completely uninterested’ as a stage of this research is not 
constructive. A management team being uninterested in international business does 
not clearly report awareness, which is the important construct to be measured within 
an assumed network of firms. International exposure is believed to raise awareness of 
the management team (Fernhaber & Li, 2013), while the recognition of IB as an 
opportunity is to be exploited in a further step that firms may or may not take. Stages 
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two to six seem very applicable for this research as they range from interest to an 
exploratory phase, and acquiring experience to the consistent adoption of exports as a 
strategy for the firm. However, it remains unclear if ‘exploring the feasibility of 
exports’ and ‘experimental exports’ could be merged into a ‘post-adoption evaluation’ 
stage as referred to by Freeman (2002). Although the model does not further explain 
the push mechanism, networks are believed to play this role either through mimetic 
pressure (H.-L. Cheng & Yu, 2008; Li & Ding, 2013) or knowledge transfer via firm 
ties (Casillas et al., 2015). 
 
Cavusgil Export orientation Model 
Cavusgil (1980) developed a conceptual model in order to attempt to explain export 
adoption in the early stages of internationalisation. Similar to the assumptions of the 
U-Model, this theory characterises internationalisation as a gradual process relying 
heavily on a series of decisions at the managerial level of the firm over a period of 
time. In an attempt to ease the classification of the firms according to the stages, 
Cavusgil (1980) operationalised it by means of the export intensity, that is, 
export/sales ratio in order to identify the extent of dependence of a firm on foreign 
markets. The study also approached other entry modes of internationalisation for more 
developed firms at the more advanced stages in accordance with Dunning’s (1988) 
assumptions that the establishment of an overseas facility is a natural development 
stage for an internationalised firm (Rayome & Baker, 1995). A better visualisation of 
the model and the proposed ratio/sales percentages can be found in Table 2.4. 
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Table 2.4 
Cavusgil’s (1980) Conceptual Stages-Model of Internationalisation 
Stages Description Ratio of 
exports 
One Domestic Marketing: the firm sells only to home market. 0% 
Two Pre-export stage: The firm searches for information and 
evaluates the feasibility of undertaking exports. 
Near 0% 
Three Experimental involvement: the firm starts exporting on a 
limited basis to some psychologically close country. 
From 0-
9%  
Four Active Involvement: Exporting to more new countries – 
direct exporting – increase in sales volume. 
From 10-
39% 
Five Committed involvement: Management constantly makes 
choices in allocating limited resources between domestic 
and foreign markets. Some firms engage in licensing and 
in foreign direct investment. 
40% or 
more 
Note. Adapted from Cavusgil (1980) 
 
A limitation of this model, however, is that it lacks an awareness/interest stage in 
which the company is either internally or externally prompted to internationalise. 
According to the model, the company switches from the domestic market straight to 
the phase of searching for information on the operationalisation of exports. 
Additionally, Gankema et al. (2000) could not find a time frame pattern of progression 
from one stage to another, nor did they identify the progression as an innovation for 
the firm. Notwithstanding this, the establishment of the ratios for the stage of 
development of a firm’s internationalisation poses a very useful tool for both theorists 
and practitioners.  
 
Although Cavusgil’s model is suitable for research on SMEs and considers the natural 
involvement of firms in internationalisation with a possible progression to other entry 
modes besides internationalisation, the model does not comprise awareness or interest 
stages which are considered to be much helpful for this research. The way companies 
leapfrog from domestic markets only supplier to the search phase in stage two is not 
accounted for. The role of networks as prompters to engage firms in foreign trade is 
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not recognised as a starting mechanism and not explored in the model. The model also 
does not account for co-operative forms of engaging in international business that are 
present somewhat in cluster regions, such as export consortia as it plummets from 
modest exports to psychically close countries, modest but mostly indirect, to direct 
exports to new countries.  
 
The contribution of Cavusgil’s (1980) model for the current research is the recognition 
that there is a search phase in the developing of exports by the firm. Also, the role of 
psychically close countries in the exports initiation of the firm is of great importance 
especially when dealing with SMEs perceived to be low in resources for investment 
in cost-intensive activities (Durmaz & Tasdemir, 2014). Furthermore, including 
indirect exports in the model also caters for SMEs, as it is known that costs of selling 
to an intermediary in the firm’s domestic country is lower than the fixed, initial cost 
of directly engaging in exports (Ahn, Khandelwal, & Wei, 2011; McCann, 2013). 
Since his study lacked focus in the motivation for exports phase, it failed in 
recognizing the role of external-to-the-firm triggers for the engagement/development 
in exports. Therefore, it cannot account for intrinsic dynamics of industrial clusters 
that may affect this accomplishment (Belso-Martínez, 2006). Hence, this model is not 
fully applicable for this research.  
 
Reid’s Conceptual Exporting Model 
Reid (1981) developed his model shortly after Bilkey and Tesar (1977) published their 
model and brings the discussion about the reasons for not only for receiving but 
attending to an unsolicited order as well, and shifts the focus of the export decision to 
the decision-maker of the firm. Reid’s (1981) study also calls attention for a need of 
distinction between small and large firms in terms of export behaviour and points out 
that in the former the decision-maker is less bound to structural arrangements of large 
firms and, therefore, is more flexible. The five-stage description can be found in Table 
2.5 with highlights given for the triggers of export decisions and to the “problem or 
opportunity recognition stage” (S. Reid, 1981) taking away the reliance on a random 
unsolicited order to account for the firm’s decision of exporting and leaving it to the 
decision-maker. 
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Table 2.5 
Reid’s (1981) Stages Model of Internationalisation 
Stage Description 
One Export awareness: problem or opportunity recognition, arousal of need. 
Two Export intention: motivation, attitude, beliefs, and expectancy about 
exports.  
Three Export trial: personal experience from limited exporting. 
Four Export evaluation: results from engaging in exporting. 
Five Export acceptance: adoption of exporting/rejection of exporting. 
Note. Adapted from Reid (1981) and Andersen (1993) 
 
Although this model was just conceptual, further studies by Chetty and Hamilton 
(1996) applied Reid’s (1981) model to test the export behaviour of New Zealand firms. 
Results of the study found support for Reid’s (1981) model, especially in the intention 
and trial stages. The model is also vastly cited in the internationalisation literature for 
acknowledging the important role of the management team in engaging the firm in 
exports. The model is also recognised as having a proactive approach towards 
internationalisation, as after the awareness stage, the firm is triggered to search for 
information on its operationalisation (Brennan & Garvey, 2009). 
 
Difficulties arise, however, when an attempt is made to distinguish between the first 
two stages in order to operationalise it, especially in terms of differentiating between 
‘arousal of need’ (stage one) and ‘motivation’ (stage two). Arousal of need is very 
similar to opportunity recognition, a sub-process of the discovery which involves 
“recognising or discovering a ‘‘fit’’ between particular market needs and specified 
resources” (Ardichvili, Cardozo, & Ray, 2003, p. 109). Whereas motivation is more 
related to a more developed phase still in the opportunity recognition scope in which 
“creating a new ‘‘fit’’ between heretofore separate needs and resources in the form of 
a business concept” (Ardichvili et al., 2003, p. 109). Stage three, labelled as ‘personal 
experience from limited exporting’ is rather confusing. The trial stage is limited to the 
decision-maker’s previous experience in international business, which does not hold 
true as a scenario for all companies, especially for resource-limited SMEs (Osei-
Bonsu, 2014). Despite the adequacy of considering the rejection possibility, the model 
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bounds it to its fifth stage, which is deriving from an evaluation of exports. However, 
the acceptance or refusal of exporting is a straight forward result from constant 
evaluation (Hart, Webb, & Jones, 1994). As for the model, as it dedicates one, sole 
stage for evaluation, the process should, therefore, be considered in the fourth rather 
than in the fifth stage. 
 
The applicability of this model as a framework is whatsoever limited to studies that 
have highlighted the importance of manager’s previous experience in 
internationalisation (S. Reid, 1981). In other words, the model does not acknowledge 
non-experiential leaning, a factor that affects performance of firms in international 
business (Casillas et al., 2015; Johanson & Vahlne, 2009). Consequently, Reid’s 
(1981) model is not applicable for this research because it focuses primarily on the 
mechanisms related to the embeddedness of a firm in networks somewhat derived by 
their location in industrial cluster. Also, the conceptualisation of the first two stages is 
difficult to achieve especially in the case of SMEs where decision-makers are believed 
to be multi-tasking and these attitudes may occur at the same time rather than 
gradually, as proposed by the model. For these reasons, the awareness stage is the only 
effective one for this research especially because of proposed recognition of the 
opportunity of exports. Moreover, it is recognised in the literature that alertness for an 
opportunity also derives from managing social network ties (Ardichvili et al., 2003).  
 
Czinkota’s Model 
The model of Czinkota (1982) further extended Bilkey and Tesar’s (1977) model on 
internationalisation theory keeping the same amount of stages of the previous authors’ 
model. The purpose of Czinkota’s study was that by classifying the firms according to 
these stages, he could identify firm’s needs in terms of export assistance. In contrast 
to the majority of studies in the I-Model, Czinkota (1982) developed clear and 
quantifiable criteria for the delimitation of the stages. The stages were based on Bilkey 
and Tesar’s (1977) model and established a difference between two of the most 
developed stages: experienced small exporter and experienced large exporter. This 
distinction left aside the condition of psychologically close or distant markets for 
classifying the firms. Besides that, the model became applicable for larger firms as 
well.  
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The advantages of this model are threefold: firstly, the management team is believed 
to put aside the barrier mindset only when the company reaches the third stage of 
internationalisation. In this ‘exploring firm’ stage the firm finally searches for 
information on operationalisation, distribution and available support (Zech, 1986); 
secondly, the sixth stage accounts for the internationalisation of larger firms as well, 
even though the scope is restricted to exports; and, finally, the interest of the firm in 
stage two also relies on the existence of a push mechanism to prompt the management 
team towards exports. Similarly to Bilkey and Tesar’s (1977) studies, Czinkota (1982) 
also assumed that positive perceptions towards exporting increased as they progressed 
in overseas markets and that the perceived barriers inversely were lowered. It is also 
worth noting that the model was clearly developed for policy applications purposes.  
 
Table 2.6 
Czinkota’s Stages Model of Internationalisation 
Note. Adapted from (Czinkota, 1982) 
Stage Label Description 
One The completely 
uninterested firm 
The firms focuses only on the domestic market. 
Management is more concerned with the barriers to 
exporting than with the benefits. 
Two The partially 
interested firm 
Uncertainty is still an important issue for the management 
team. Management makes no attempt to explore the 
feasibility of exporting. The firm fills an unsolicited order. 
Three The exploring firm Management suspects that the firm’s product is exportable 
and that the benefits of exporting may outweigh the costs in 
terms of firm profitability and growth. As a result, 
exporting is actively explored. The firms in this stage 
believes exporting is beneficial; however, it lacks specific 
information. 
Four The experimental 
firm 
The firms in this stage has a small volume of exports, 
mostly to psychologically close countries. 
Five The experienced 
small exporter 
The firm has expanded its export activity to other markets. 
The management views exporting in a positive way and 
engages in other discussions regarding tariffs, barriers etc. 
Six The experienced 
large exporter 
The firm in this stage is an enthusiastic exporter, frequently 
with its own full-time export department. 
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Further consideration of the ‘completely uninterested’ stage for the present study is 
not likely to be beneficial as the reasons for this condition may range from a 
management focus to the firm’s product not being exportable for some reason, as it is 
believed that ignorance of international business in a globalised world is unrealistic 
(Wickramasekera & Oczkowski, 2006). On the other hand, disregarding the role of 
psychic distance in the internationalisation of SMEs is inaccurate as greater cultural 
differences between a domestic country and the foreign market increase the need for 
product adaptation and, therefore, the amount of resources needed for 
internationalisation (Cavusgil, Zou, & Naidu, 1993; Jain, 1989; Sousa & Lengler, 
2009), and uncertainties are escalated (D. D. Sharma & Blomstermo, 2003). Stages 
two to six seem very applicable for this research as they range from having an interest 
to an exploratory phase, and acquiring experience to the consistent adoption of exports 
as a strategy for the firm. Although the model does not further explain the push 
mechanism, networks are believed to play this role, either through mimetic pressure 
or knowledge transfer via the firm’s ties. 
 
It is important to apprehend from this model to the current research the core 
conceptualisation of the third stage. According to which, the management team 
perceives exporting in a favourable manner, accepts the fact they lack information, 
and engage in the procedure of searching for the pertinent knowledge. The ‘exploring’ 
label however misguides to the interpretation that the firm has already engaged in 
exports which happens in the model in the fourth ‘experimental’ stage. The systematic 
search that happens at the exploring stage can be conceptualised as “deliberate 
production of information which one knew one had lacked” (Ardichvili et al., 2003, 
p. 115). Hence, the best fit for this description would be interest/search phase which 
is of paramount importance for the development of exports of the firm as it provides 
ground for feasibility evaluation of the strategy.  
 
Wickramasekera and Oczkowski’s Model 
Wickramasekera and Oczkowski’s (2006) developed a measure for assigning 
Australian wineries to the stages of internationalisation based on the work of Rogers 
(1962), Bilkey and Tesar (1977), Cavusgil (1980), Reid (1981) and Czinkota (1982). 
The authors’ proposed model comprises four stages, namely, awareness, interest, trial 
and adoption. The psychometric model was an answer to Ramaswamy, Kroeck and 
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Renforth’s (1996) claims for a more sophisticated measure than a single item such as 
the exports-to-sales ratio, also known as ‘export intensity’. 
 
The first stage represents firms that are aware of the possibility of exporting. However, 
as yet the management team lacks enthusiasm in adopting exports as a strategy. In 
stage two, firms are already interested in exporting and engage in the process of 
searching for information to internationalise. Stage three firms fluctuate from a 
‘mental trial’ to experiential exports and an evaluation of the necessary information. 
In the last stage, adoption, after a positive evaluation of the strategy, firms accept 
exports as a strategy (Wickramasekera & Oczkowski, 2006). The stages are outlined 
in Table 2.7. 
 
Table 2.7 
Wickramasekera and Oczkowski Model of Export Development 
Stage Label Description 
Stage 
One 
Awareness Adoption unit becomes aware of the 
innovation of exporting. Management is 
not sufficiently interested in searching for 
additional information regarding exports. 
Stage 
Two 
Interest Management team is interested in the 
innovation of exporting and searches for 
information about operationalisation. 
Stage 
Three 
Trial After the information gathering stage, 
management draws conclusion about 
exporting. Firms are willing to export on a 
limited basis. 
Stage 
Four 
Adoption Decision to proceed in further exporting. 
Involves commitment of management 
team.  
Note. Adapted from (Wickramasekera & Oczkowski, 2006) 
 
The model does not specify the prompters of the awareness in the first stage. Instead, 
the authors' proposal concurred with Reid’s (1981) stage one, and left it open for 
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interpretation and for the assumption of internal (management’s decision of engaging 
exports, employer spin-off, or experienced staff) or external stimulus to exports 
(unsolicited order, mimetic pressure, or knowledge acquisition from weak ties). The 
clear distinction between ‘awareness’ and ‘interest’ is appropriate because managers 
can be exposed to the idea of exporting and even though they may refuse to search for 
information and opportunities. The model makes no mention of the importance of 
psychic distance in the trial stage and excludes the possibility of de-
internationalisation in the last stage as Reid’s (1981) stage five.  
 
This conceptualisation caters for many of the specificities regarding the present 
research as it accounts for an awareness stage which can be understood by the result 
of the international exposure of the firms located in an industrial cluster (Casanueva 
et al., 2013; Da Rocha et al., 2009; Richardson, 2013; Shao et al., 2008) and engaged 
in networks (Acemoglu et al., 2011; Eberhard & Craig, 2013; Fernhaber & Li, 2013).  
 
Recent Research Utilising the I-Model 
In recent years, studies that attempt to adapt, improve or reconceptualise the I-model 
have been relatively limited. One of the possible reasons for this might be due to the 
increase in number of early internationalising firms as discussed in the international 
entrepreneurship literature (Laanti, Gabrielsson, & Gabrielsson, 2007; Trudgen & 
Freeman, 2014). An argument on the lack of updated research on the I-Model was 
raised by Trudgen and Freeman (2014). In it, the authors criticised stages-type models 
for making assumptions on standard patterns of behaviour that prevented a better 
understanding of the strategic role played by firm managers.  
 
Despite limited studies relating to the I-Model, there are still numerous developments 
in the literature that can be observed. One notable attempt at improving the I-model is 
Spowart and Wickramasekera’s (2012) study, which developed a five-stage 
synthesised version of the model for the studying of SMEs internationalisation. 
Another recent study that adopted the I-Model’s framework is Kosala (2015), which 
developed a conceptual model combining the model with international 
entrepreneurship theory, proposing that future internationalisation research can utilise 
this single encompassing model. In a SME-based study, Wickramasekera and Bianchi 
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(2013) found applicability for the I-Model in the Chilean context among SME 
wineries, confirming previous research that suggested compatibilities of the model 
within the wine industry. Da Rocha et al.’s (2009) analysis of exporting firms within 
Brazilian clusters also showed that social ties were important in aiding the 
dissemination of strategy for firms.  
 
The important influence of the I-Model has been recognised in a variety of export-
related research. Al-Aali, Lim and Al-Aali (2012) tested hypotheses relating to the 
perceived export barriers variation according to the original model as proposed by 
Bilkey and Tesar (Bilkey & Tesar, 1977). The authors’ study suggested that a firm’s 
export experience may lower its perceived barriers involved in exporting (Al-Aali et 
al., 2012). Another study on export inhibitors (García, 2015) built on the I-model’s 
assumption that an unsolicited order may foster a company to become an active 
exporter (Bilkey & Tesar, 1977; Cavusgil, 1980; Czinkota, 1982; S. Reid, 1981). The 
influential nature of the I-Model is also highlighted in other recent literature. For 
example, Bianchi (2014)’s study of Chilean firms acknowledged the I-model’s 
importance, while Zamberi Ahmad (2014) highlighted the significance of the model 
in relation to the innovative and gradual patterns of internationalisation seen in 
Malaysian SMEs.  
 
2.3.1.4 The Proposed I-Model Framework 
After a systematic review and evaluation of the works on the innovation-related model 
of internationalisation, a four-stage, synthesised model of export adoption is proposed 
through an integration and critical evaluation of the key innovation-diffusion models 
(I-Model) and the firm internationalisation literature. The main justification for this 
procedure is the acknowledgement of the importance of firms’ increasing relationships 
with the advancement of globalisation (Overby & Min, 2001). These relationships 
happen in any environment and may account for physical or virtual meetings. 
However, in the case of geographical co-location and membership in an industrial 
cluster availability of network possibilities is increased, although it cannot necessarily 
be presumed that firms in theses clusters get involved in exchanging networks 
(Giuliani, 2005b; Visser, 2009). 
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The network approach has been frequently combined in the literature with traditional 
internationalisation theories (Hohenthal, Johanson, & Johanson, 2014). This 
improved, proposed model combines the I-Model with the network perspective, 
accounting especially for the mechanisms of embeddedness in networks believed to 
positively influence SMEs’ internationalisation (Eberhard & Craig, 2013). The form 
of the model itself is a reflection of the model proposed by Wickramsekera and 
Oczkowski (2006) in terms of stages used, except for the third stage that is given the 
new label of ‘experimental’ to encompass the concept of evaluation present in the 
studies of Rogers (1962) and Reid (1981). The stages label, description, 
conceptualisation and origins can be found in Table 2.8. 
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Table 2.8  
Proposed I-Model for this Research - Source: developed for this study  
Label Description Conceptualisation Operationalisation 
Awareness 
Adoption unit is 
aware of exports as 
an opportunity. 
 
Captures the international exposure of the firm localised within an industrial cluster and embedded in networks. 
Moreover, this conceptualisation recognises the opportunity prompters. The triggers may be internal (experienced 
staff (Cerrato & Piva, 2010), employees spin-off, or experienced manager) or external (unsolicited order (Bilkey 
& Tesar, 1977), customer’s referral to another buyer , buyer/supplier information on exports, another cluster tie 
information regarding IB (Belso-Martínez, 2006; Casillas et al., 2015), or information about the success of 
another firm exporting inside the cluster (H.-L. Cheng & Yu, 2008; Li & Ding, 2013) to the firm. Following 
Cavusgil’s (1980) conceptualisation, it is assumed that the export/sales ratio of a company is 0. 
Rogers (1962), Reid 
(1981), Wickramasekera 
and Oczkowski (2006) 
Interest 
Adoption unit has a 
positive disposition 
towards exporting. 
Captures the seizing of opportunity by the firms. Firms search for information regarding the operationalisation of 
exports, distribution channels, costs, required adaptations etc. It is important to recognise at this stage that non-
experiential knowledge acquisition for exports also happens inside the cluster. Following Cavusgil’s 
conceptualisation (1980), it is assumed that the export/sales ratio of the company at this stage is near 0 as the 
management team is already favourable to fulfilling an unsolicited order. 
Rogers (1962), Bilkey 
and Tesar, Cavusgil 
(1980), Wickramasekera 
and Oczkowski (2006) 
Experimental  
(Trial + 
Evaluation) 
The firm exports on 
a small scale to 
evaluate the benefits 
of exporting. 
At this stage the export/sales ratio is higher than 0. The company has made some exports and is now evaluating 
the results and the need for more information to improve the strategy. The stage should also acknowledge that the 
main exports occurring at this time are for psychically close countries (Cavusgil, 1980) as this model is being 
improved for SMEs usually short in resources for research and adaptation. At this stage, it is expected that firms 
begin with indirect exports to further progress to direct exports (Cavusgil, 1980). In the Brazil, for example, some 
firms begin with exports via a simplified regimen utilising Post or Courier as a distribution channel. 
Rogers (1962). 
Wickramasekera and 
Oczkowski (2006) 
Adoption 
Adopting unit views 
exporting favourably 
and continues to 
export. 
Companies are believed to be committed to international business in all scales. This conceptualisation recognises 
the possibility of the firms evolving to other entry modes, such as licensing, joint ventures and even the 
establishment of a manufacturing plant overseas (Dunning, 1981).  
Rogers (1962), Cavusgil 
(1980), Wickramasekera 
and Oczkowski (2006) 
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The first stage, Awareness, is the stage in which the firm becomes knowledgeable of exports 
as an opportunity for further growth. Awareness is clearly related to individuals; therefore, it 
is understood that the recognition of the opportunity happens around the management team of 
the company. For this model, it is proposed that this arousal of need also derives from the 
cluster internal dynamics related to the established ties (Ellis, 2011), and from mimetic pressure 
(H.-L. Cheng & Yu, 2008; Li & Ding, 2013) among the embedded firms. This belief is aligned 
with the idea that “the movement towards international markets in a cluster is seen as a process 
starting with the ‘discovery’ of exporting and its adoption by one or a few innovative firms, 
and later, in case the experience is successful, the diffusion of this business experiment to other 
firms in the cluster.” (Da Rocha et al., 2009, p. 530). As for the context of internationalisation, 
one suitable definition for this stimulus is the international exposure that happens when the 
management team comes across knowledge of foreign business practices/opportunities from 
their involvement in networks (Fernhaber & Li, 2013). It can be argued that the findings of 
Reid (1981), Bilkey an Tesar (Bilkey & Tesar, 1977) that previous management expertise is a 
catalyst for firms’ internationalisation (Cerrato & Piva, 2012). However, the applicability of 
these findings should be parsimonious for SMEs, especially when the investigated firms are 
not technologically intensive. SMEs at the low levels of internationalisation (e.g.: the 
awareness stage) are less likely to hire managers experienced in exports (Osei-Bonsu, 2014), 
and are also less likely to invest in training for the team (Osei-Bonsu, 2014), mostly because 
of limited resources (Durmaz & Tasdemir, 2014). This model also perceives the unsolicited 
order as one of the prompters of awareness for the firm in accordance with Bilkey and Tesar 
(1977) and, more recently, Hilmersson and Jansson (2012) who suggested that firms lacking 
international experience may act passively and need to rely on the existence of foreign 
customers searching for supply and who engage in international business. 
 
The second stage, Interest, is the one in which the firm searches for information to 
operationalise the export of its products. Acknowledging that awareness happens through 
network dynamics gives ground to enhance the model at this stage of the model and caters for 
the reality of the diffusion of non-experiential learning among firms. Clustered firms seek 
knowledge of their established ties (Fernhaber & McDougall-Covin, 2009; Manolova et al., 
2010; Styles & Freeman, 2012) and receive support from cluster institutions as well 
(Richardson, 2013) in order to further develop their internationalisation. Here, vicarious 
learning and imitation play a very important role in the development of the firm. Vicarious 
learning accounts for the diffusion of knowledge without contact. It happens either by means 
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of observation, and strategic alliances (Chandler & Lyon, 2009; G. P. Huber, 1991; D. E. Welch 
& Welch, 1996). Imitation, on the other hand, happens when firms go through a decision 
process after being exposed to a strategy and mimic the practices of other firms. (DiMaggio & 
Powell, 1983; Nikolaeva, 2014).  
 
It is also important to recognise that there are two scopes of evaluation in the process of the 
development of exports: an evaluation of the feasibility to engage in exports; and an evaluation 
of exports as a strategy for the firm. The evaluation of the feasibility of exports for the firm 
happens at this stage in which the firm analyses all the factors involved in the journey towards 
international business. One of the often influential factors for achieving overseas markets is 
product adaptation which sometimes demands resources not easily accessible by SMEs 
(Cavusgil et al., 1993; Jain, 1989; Sousa & Lengler, 2009). Although they are not perceived as 
very costly, product adaptation in the garments industry is frequently due to differences in 
styles, fabrics and cuts around the world. Hence, for this research, it is believed that the 
feasibility evaluation is a quite important step for the firm.  
 
The third stage, Experimental, is a combination of the trial stage conceptualised by Rogers 
(1962), and Reid (1981) and the evaluation stage conceptualised by Rogers (1962). At this 
stage, firms already export and engage in a concurrent process of trial and evaluation of the 
strategy. The main exports at this stage happen to psychically close countries according to 
Johanson and Vahlne theory (1977) and to the models conceptualised by Bilkey and Tesar 
(1977) and Cavusgil (1980). The preferences for psychically close countries for the first exports 
are several-fold and they derive from conscious management decisions regarding investment 
and uncertainties (Sousa & Lengler, 2009). These reasons were identified in the previous stage 
and they range from a similarity of habits and tastes, in some cases languages and, more 
importantly, the unlikely need for product adaptation (Cavusgil et al., 1993; Jain, 1989; Sousa 
& Lengler, 2009).  
 
The last stage of development of internationalisation, Adoption, is the phase in which the firm 
embraces export as a business strategy and commits to foreign business from the bottom to the 
top management team. The conceptualisation of this stage is aligned with Rogers (1962), Reid 
(1981), and Wickramasekera and Oczkowski (2006). Here, the firms are not expected to reject 
exports anymore as they proceed from a post-evaluation of the feasibility of the exports phase. 
It is expected that SMEs keep within the scope of exports for some time because this strategy 
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involves fewer business risks, undertakes low resource commitment and provides high 
flexibility (Uner et al., 2013). This model, however, is not limited to small SMEs as it 
accomplishes the possibility of further progressing in internationalisation in the adoption stage 
– stage four. This is in line with Czinkota’s (1982) sixth stage which recognises the gradual 
path for larger exporters as well as with the results of Dunning (1988) that recognised the 
advancement towards other entry modes as a natural development for the firm. Table 2.9 
presents a comparison between the models. 
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Table 2.9  
Comparison of the Stages and the Proposed Model 
 
Source: developed for this study based on (Andersen, 1993; Freeman, 2002) 
Bilkey and Tesar (1977) Cavusgil (1980) Reid (1981) Czinkota (1982) Wickramasekera and Oczkowski (2006) Proposed Model
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Stage Two: Management would fill an 
unsolicited export order, but makes no 
effort to explore the feasibility of 
exporting.
Stage Two: Pre-export stage: The firm 
searches for information and evaluates 
the feasibility of undertaking exports.
opportunity recognition, arousal of need. Stage Two: The partially interested firm. 
Firms would fill an unsolicited order but 
management makes no attempt to 
explore the feasibility of exports.
Management is not sufficiently interest in 
searching for additional information 
regarding exports.
Stage Three: Experimental involvement: 
Stage Four: The firm exports on an 
experimental basis to some 
psychologically close countries
the firm starts exporting on a limited 
basis to some psychologically close 
country.
Stage Three: Export Trial: personal 
experience from limited exporting.
Stage Five: The firm is an experienced 
exporter to those countries  and adjusts 
exports optimally to changing exchange 
rates, tariffs etc Stage Four: Export Evaluation: results
 from engaging in exporting. conclusion about exports. Firm exports on 
a limited basis
Stage Five: Export Acceptance: adoption 
of exporting/rejection of exporting.
Stage Four: Adoption – after a favourable 
evaluation of exports, the firm will decide 
to proceed with exports on a permanent 
basis.
Stage Six:  Management explores the 
feasibility of exporting to additional 
countries that, psychologically, are 
further away.
Stage Six: The experienced large 
exporter. Firms in this stage are 
enthusiastic exporters, frequently with 
their own full-time export department.
Stage Five: Committed involvement: 
Management constantly makes choices in 
allocating limited resources between 
domestic and foreign markets. Some 
firms engage in licensing and in foreign 
direct investment.
Stage One: Domestic Marketing: the firm 
sells only to home market.
Stage One: The completely uninterested 
firm. Focus only on domestic market.
Stage Three: Management actively 
explores the feasibility of exporting.
Stage Two: Export Intention: motivation, 
attitude, beliefs, and expectancy about 
exports.
Stage Four: The experimental firm. Firms 
in this stage have a small volume of 
exports, mostly to psychologically close 
countries .
Stage One: Awareness - Adoption unit is aware of exports 
as an opportunity. Both internal and external triggers to 
export are expected at this stage.
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Stage Two: Interest - Adoption unit has a positive 
disposition towards exporting. Searching for Information 
starts. Firm is willing to accept unsolicited order.
Stage Four: Adoption - Adopting Unit views exporting 
favourably and continues to export. Companies are 
believed to be committed to international business in all 
scales.  This stage also acomplishes other entry modes 
besides exports.
Stage Three: Experimental - The firm exports on a small 
scale to evaluate the benefits of exporting. The company 
has made some exports and is now evaluating the results 
and the need of more information to improve the strategy. 
Main exports were to pshychic close countries but not 
limited to them. It's expected that, at this stage, main 
exports are indirect or via simplified channels. At this stage, 
firm also evaluates results of exports as a strategy in terms 
of resource comittment and acquired benefits.
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Stage One: Export Awareness: Problem or 
Stage One: Awareness – firm becomes 
aware of the innovation of export. 
Stage Five: The experienced small 
exporter. Firm has expanded their export 
activity to other markets. Management 
views exporting in a positive way.
Stage Two: Interest – the firms’ 
management team is interested in the 
innovation of exports and searches for 
information about benefits.
Stage Three: The exploring firm. 
Management suspects that the firm’s 
product is exportable and that the 
benefits of exporting may outweigh the 
costs in terms of firm profitability and 
growth. As a result, exporting is being 
actively explored. 
Stage Four: Active Involvement: Exporting 
to more new countries – direct exporting 
– increase in sales volume.
Stage Three: Trial – management draws 
Stage One: Management is not interested 
in exporting; would not even fill an 
unsolicited order.
Rejection - Firm received stimulus but does not accept that 
exports is a feasible strategy.
Rejection - After gathering information, evaluation of 
feasibility was undertaken and firm decides not to engage 
in exporting.
Rejection - Firm undertakes evaluation of exports and 
perceives it's not a good strategy to be followed.
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There is no agreed measure in the literature in terms of speed of the pace towards 
adoption of internationalisation (Kuivalainen, Sundqvist, Saarenketo, & McNaughton, 
2012). However, driven by Bilkey and Tesar (1977)’s argument that firms may skip 
stages, this argument can be further enhanced by proposing that there is no 
leapfrogging of stages. Some studies have found that some firms with different 
capabilities may be able to develop exports overlapping the phases of the model but 
still keeping the gradual pace of internationalisation (Gankema et al., 2000; Lim et al., 
1991).  
 
Acknowledging this overlapping possibility together with the recognition of 
managers’ previous experience makes this model applicable for the study of born 
global firms that leaves aside the resource limitation present in SMEs context. This is 
valid, especially if the born global firm succeeds another firm, even with a different 
denomination, but with the same management team. The key aspect to consider here 
is that the decision-makers go through an incremental stage process to reach 
internationalisation. 
 
The proposed model also makes allowance for the possibility of rejection or de-
internationalisation while the firm develops in each stage. De-internationalisation or 
rejection happens when a firm reduces its engagement in overseas activities (Benito 
& Welch, 1997) either temporarily or permanently. Fletcher (2001) argues that de-
internationalisation is more reactive than proactive which results in a discontinuity of 
overseas orders and unsatisfactory performance of overseas agents. There are internal 
and external reasons for the unsuccessful engagement in internationalisation. Internal 
factors include a weak commitment of the management team, unsatisfactory 
performance in the host country (Coviello & McAuley, 1999), mistakes in 
transactional cost evaluations (Freeman, 2002) caused by the need to adapt products 
for examples or manufacture overseas. Similarly, factors external to the firm may also 
lead to de-internationalisation, such as environmental diversity, uncertainty in trading 
conditions, and political and economic vulnerability of international markets (Coviello 
& McAuley, 1999). There is also evidence that rejection or withdrawal from a market 
may be strategic as it can increase the degree of internationalisation of a firm in the 
long term (Håkanson, 2005; Jones et al., 2011). The conceptual complexity and 
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measurement difficulties involved in evaluating rejection precludes the use of the 
construct in the current study. 
 
The proposed model (see Figure 2.4), which is in line with Reid (1981), Bilkey and 
Tesar (1977) and Czinkota (1982)’s propositions, is also a suitable tool for commercial 
promotion within a cluster and can be further used for policy implications.  
 
 
Figure 2.4. Proposed Model for this research. Source: developed for this study 
 
2.3.2 Framework Two: Networks 
The network perspective of internationalisation addresses relationship as the key 
concept for engaging in exports (Håkansson, 1982; Johanson & Mattsson, 1987). 
Firms specialise in their core business but they are not isolated. Besides that, it is 
widely recognised that formal and informal network relations with suppliers, buyers, 
government and competitors play an important role in the pursuit of success of a firm 
(Overby & Min, 2001). The network approach can explain the shift in focus of a firm 
in the modus-operandi to a focus on relations, resources and coordination in an 
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international supply chain, according to Overby and Min (2001). It is important to 
highlight, though, the differences among studies in the network approach especially 
with their differences in terms of scope between domestic ties and overseas relations. 
Mainstream research on the network perspective of internationalisation elaborates on 
the idea that international relations are the most important for the success of the firms’ 
internationalisation (Johanson & Mattsson, 1987). This perspective, however, does not 
underestimate local, domestic or regional relations, but states that the more 
internationalised firms have both more relations and experiential knowledge that could 
be used in a network if coordinated towards its diffusion (Johanson & Mattsson, 1987). 
Nonetheless, it is likely that both for SMEs and for some young companies, 
establishing international connections may be time consuming and cost-intensive. 
 
 Activities that involve inter-firm and social networks at the particular setting of SMEs 
become far more important in the early stages of internationalisation (Manolova et al., 
2010). Inter-firm network ties are usually formally established relations between the 
firm and other complimentary actors to the firms, such as advertising companies, 
logistic partners, and product developers (Belso-Martínez, 2006). Those relations can 
be seen as complimentary and cooperative in the sense that they exist as a counterpart 
of the firms’ core business. Despite the resemblance between the inter-firm networks 
and the inter-personal networks, the former encompasses intangible relational/network 
resources while the latter converges to communication and informal contracts (Jones 
& Coviello, 2005). Participation on domestic, inter-firm networks cater for a variety 
of gaps that optimise internationalisation and increase firms’ exposure to indirect 
learning processes, that is, non-experiential learning.  
 
On the other hand, the importance of social networks by means of inter-personal 
networks relies heavily on the flow of advice and support for the firm managers. These 
connections range from formal and informal contacts among previous professional 
experience of managers, previous contacts of employees’ at other companies, friends, 
relatives. Inter-personal relations concern basically the advice network of the decision-
makers and it encompasses issues like opportunism and trust. In terms of the 
practitioner’s literature it is usually recognised via the benchmarking title.  
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The focus of the present research is to understand the mechanisms that affect the 
internationalisation of SMEs embedded in clusters. Consequently one key issue is to 
investigate is how opportunity information and knowledge acquisition of foreign trade 
occur through non-experiential learning. Firms in a network are exposed to a diversity 
of knowledge which fosters innovation (Mohannak, 2007; Moller et al., 2005) and 
opportunities for development in foreign markets (Johanson & Vahlne, 2006). 
Furthermore, Shao et al (2008) identified that innovation and learning within a 
competitive environment of an industrial cluster were found to be a very effective 
practice.  
 
Inter-firm and inter-personal networks will be further developed in Section 2.4.1 
together with the hypothesis development and in the methodology chapter for the 
purpose of operationalising of the construct. 
 
2.3.3 Framework Three: Industrial Clusters as a Scenario for the 
Study 
This section outlines the third framework of this research namely industrial cluster. It 
starts with a brief definition of industrial clusters to establish the scenario in which the 
analysed firms are involved. Then, the dynamics of the cluster and their importance 
for firms are elaborated. Finally, the studies on clusters and internationalisation are 
examined in order to point out the suitability of this framework for this research. 
 
2.3.3.1 Defining Cluster 
A considerable amount of literature has been published on industrial clusters. These 
studies adopt different denominations and definitions for firms’ agglomeration, most 
of the time due to the array of characteristics the authors perceive or stress. The 
seminal work on industrial clusters is attributed to Alfred Marshall in 1920 in which 
he defines ‘industrial districts’ as “large numbers of small businesses of a similar kind 
in the same locality” (1920, p. 277). According to Marshall, clusters convey the local 
availability of supplies, skilled labour and knowledge spillover. The Marshallian work 
has provided a major background for most studies on industrial districts and has 
enlightened both researchers and practitioners to the evolution of clusters. The concept 
was later updated by Becattini (1990, p. 38) who defined districts as a “socio-territorial 
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entity which is characterised by the active presence of both a community of people 
and a population of firms in one naturally and historically bounded area”. This 
definition improves the previous one in at least two aspects: first, it includes the social 
aspect of the district and the importance of the people involved on it; second, it 
characterises the cluster as an entity supra-firms or as a unity of analysis in itself. 
 
Another important concept for clusters is the Innovative Milieu coined by the French 
group of economic geographers GREMI who explained that the “groups together in a 
coherent whole a production system, a culture and actors. The coherence between 
various actors lies in the common approach to situations, problems and opportunities” 
(Giuliani, 2005a, p. 271). This local milieu included the aspect of innovation 
(Crevoisier, 2004) and brought the notion that the firms could make one single 
decision in a situation which impacts all the companies within that district.  
 
Flexible Specialisation was another conceptualisation for the firm-clustering process 
and the model was based on flexible automation, differentiated products and small 
batch production (Piore & Sabel, 1984). Other concepts of localised agglomeration of 
firms are present in the literature and a matrix from Giuliani (2005a) provides an 
overview of the constructs involved (agglomeration only or agglomeration plus sector 
specialisation), with the incorporated aspects in each model can be found in Table 
2.10. 
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Table 2.10 
Some Concepts of Industrial Clusters 
 No other a priori 
characteristics 
Social linkages Learning and 
innovation 
linkages 
Geographical 
agglomeration plus 
sector 
specialisation 
A B C 
Industrial district 
Marshall, 1920 
 
Industrial 
district 
Becattini, 1979; 
1990 
Technology 
district 
Storper, 1997 
Cluster 
Swann & Prevezer, 
1998 
 
Industrial 
locality 
Scott, 1998 
Local innovation 
system 
Cassiolato et al., 
2003 
Cluster 
Humphrey & 
Schmitz, 1996 
 
Innovative 
cluster 
Simmie & 
Sennet, 1999 
Local productive 
system 
Cassiolato et al., 
2003 
Localised 
productive system 
Belussi & Pilotti, 
2001 
Local 
productive 
system 
Garofoli, 1989; 
1991 
 
Cluster 
Porter, 1998 
 Specialized area 
Capello, 1999 
Industrial cluster 
Morosini, 1994 
 
Geographical 
agglomeration 
only 
D E F 
 Regional cluster 
Enright, 1996 
Milieu 
Capello, 1999 
Technological 
district 
Antonelli, 2000 
 
 Productive 
arrangement 
Cassiolato et al., 
2003 
System area 
Garofoli, 1991 
Innovative milieu 
Camagni, 1991; 
Gordon, 1991 
Note. Adapted from (Giuliani, 2005a) 
 
This research focuses on the concept that clusters are concentrations of companies of 
a particular field and of other supporting industries in a given territory from Porter 
(1998). This definition of cluster encompasses relations between firms and their 
suppliers, customers, governmental entities, machinery services and other players in 
the same industry (M. E. Porter, 1998). The proximity of the companies fosters inner 
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comparison leading to both competitiveness and collaboration and consequently to the 
development of the cluster (Shao et al., 2008). This definition offers the most 
appropriate concept for this research because it not only encompasses aspects related 
to a supply chain but the key aspects of comparison, competitiveness and collaboration 
that are highly related to network relationships among the firms of the cluster. 
 
In his seminal work, Porter (1998) sets the importance of industrial clusters in the 
literature and emphasises that clusters enhance productivity of the firms by giving 
better access to employees, suppliers and specialised information as well as providing 
complementary firms’ goods and services at the same geographical location. The 
embedded companies have better access to institutions and public goods and are more 
likely to engage in innovation activities. Porter also recognises the possibility of new 
business formations within a cluster both vertically and horizontally. 
 
Shao, Chen and Cheng (2008) analysed the dynamic factors of cluster innovation and 
in their case study concluded that besides the practice of shared learning between 
vertically-related industries, reciprocal learning between horizontally-related firms 
was also common, both in terms of tacit knowledge with the flow of employees 
between the firms and in terms of design discussion as it led to risk reduction. The 
authors also found out that spillover and diffusion of innovation was quite common 
and led to companies acquiring technical knowledge when seeking technical support 
in other firms of the cluster and by the training of human capital from a previous 
company. Table 2.11 summarises the characteristics of the clusters present in the 
literature. 
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Table 2.11 
Main Characteristics of Industrial Clusters in the Literature 
High number of small firms 
Geographical proximity 
Various stages of production-intense specialisation 
Intense networking 
Presence of collaboration between firms 
Intense competition between firms 
Flexibility 
Diffusion of information 
Innovation 
Social proximity 
Knowledge spillover 
Note. developed for this study based on the table presented in (Belso-Martínez, 2006) 
 
2.3.3.2 Cluster Dynamics 
Investigating cluster dynamics is an important step towards understanding the benefits 
of firms’ agglomeration. The term, dynamics, is commonly associated with the idea 
of movement, interaction, and the opposite of statics. Cluster dynamics involves issues 
such as cluster growth, competition, entry modes, new firm formation, 
interconnections between firms, and the established ties (Baptista & Swann, 1999). 
An attempt to describe these dynamics was cleverly presented in the “on cluster” series 
in which the focus ranged from the cluster infrastructure (the agglomeration) to the 
actors (firms, universities, financial institutions), subsequently to the individuals 
engaged in those clusters and finally to the cluster benefits like “innovation, product 
development, new firm formation, testing, research and product adaptation” (Cluster 
Observatory, 2010 - On Clusters (1-1). Cluster Dynamics - part 1). 
 
Consistent with the literature, dynamism is expected to lead to the strength of the 
cluster and consequently to an increased cluster performance. Cluster performance, 
however, has no consensual measure and is conceptualised differently according to 
different researchers either in terms of innovation (Audretsch, 1995), technology 
transfer (Audretsch & Feldman, 2004), employment growth (Piore & Sabel, 1984), 
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wages growth (M. E. Porter, 2003), new firm formation, jobs, or financial output 
(Eisingerich et al., 2010).  
 
As the dynamics are better observed through the actors’ ties, it is expected that more 
concentrated and more embedded network clusters are more dynamic than the 
dispersed ones. Two main scales have been used to measure the degree of 
concentration of firms: Krugman’s Locational Gini Coefficient which presents a 
modification of the Gini inequality index in order to include regions and population or 
employment (Krugman, 1991); and the later called EG model for measuring 
geographical concentration both “random” and natural or strategic driven (Ellison & 
Glaeser, 1997). A focus on general clusters is outside the scope of the present study 
because but on the international performance of the companies embedded in the cluster 
and, therefore, the research is interested in finding out the relation between the cluster 
concentration, the internationalisation stages and the export intensity of the firms in 
comparison to concentration standards in the methodology chapter. 
 
2.3.3.3 Clusters and the Internationalisation of Firms 
There is a growing body of literature that recognises the importance of geographical 
co-location to firms’ success in internationalisation in terms of resources access and 
capabilities (Belso-Martínez, 2006; Fernhaber, Gilbert, & McDougall, 2008; Lamotte 
& Colovic, 2014; Styles & Freeman, 2012), access to experience of other firms (Díez-
Vial & Fernández-Olmos, 2012), and in terms of access to knowledge (Cainelli et al., 
2014). Some studies have been limited to the positive impact of cluster location on 
born globals (Fernhaber et al., 2008; Fernhaber & Li, 2013; Lamotte & Colovic, 2014). 
There has also been research on the impact of co-location on export performance and 
on horizontal Foreign Direct Investment (FDI), finding support only for the former 
(Cainelli et al., 2014). In another study, no support was found for a passive, foreign 
entry-mode selection of the firms just because of cluster location (Musso & Francioni, 
2012). Research on the companies’ network ties within the clustered domestic region 
also recognised the benefit of clusters in international research alliance (Al-Laham & 
Souitaris, 2008; Da Rocha et al., 2009). Molina-Morales, Garcia-Villaverde and Parra-
Pequena (2014) distinguished between geographic proximity and cognitive proximity 
and found out that geographic proximity alone did not account for knowledge access 
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and innovation performance of the firms. The moderate effect of family firms on 
internationalisation of clustered firms was also found to be limited (Eberhard & Craig, 
2013). Moreover, cluster networks can provide firms linked to other companies 
involved in international market with an awareness of internationalisation (Coviello 
& Munro, 1997). Finally, Bilkey and Tesar’s Innovation Related process model of 
internationalisation (1977), also found that managers with international experience led 
the firms to benefit more from the cluster resources and had greater international 
intensity (Fernhaber et al., 2008). 
 
Of particular interest to the present study is the internationalisation knowledge 
diffusion within the cluster either by vicarious learning or by isomorphism, taking into 
account the pace of their internationalisation, the firm export intensity and the 
internationalisation scope. 
 
2.4. Research Issue: Intra-cluster International Exposure 
and its role in SMEs’ Internationalisation 
International exposure happens when a firm comes across international knowledge 
either through partners’ experience or through embeddedness in a network (Fernhaber 
& Li, 2013). The wording of the construct can be misleading because the idea of 
international experience of the firms’ management team is also known as international 
orientation. In fact, the early works around this theme were bounded to the top 
management teams’ overseas experiences, different nationalities and foreign 
education (H. U. Lee & Park, 2008). Later on, the importance in acquiring knowledge 
from extra-firm sources, for example from network interactions, was related to the 
intensity of the international exposure of the firms (Bruneel, Yli-Renko, & Clarysse, 
2010).  
 
Previous research on international exposure has included assorted approaches for 
operationalising the construct, involving a focus on international alliances (Fernhaber 
et al., 2008), on managers’ previous experience with international markets (H. U. Lee 
& Park, 2008; H. U. Lee & Park, 2006), on activities of the firm in foreign markets 
(Alvarez & Robertson, 2004; Corhay & Rad, 2000; Ghemawat, Porter, & Rawlinson, 
1986), and on foreign acquisitions (Doukas & Travlos, 1988). International exposure 
  
54 
was also perceived as an outcome of network relationships (Elango & Pattnaik, 2007) 
or as the cause for the risks and problems that derive from the operations in overseas 
markets (J. Bell, 1997). This dissertation considered the scope of international 
exposure to be the a stimulus for internationalisation and defines IE as “the extent to 
which a venture's management team comes into contact with international knowledge 
through prior experiences or network relationships” from Fernhaber and Li (2013, p. 
316). International alliance partnerships are, however, not within the scope of this 
study, which is interested in the relationships developed inside clusters that affect the 
SMEs internationalisation. 
 
The study by Fernhaber and Li (2013) was the closest one to the present research’s 
objectives and found support for the catalyst factor of international exposure in the 
case of international new ventures, both through international alliance partners and 
through geographically proximate firms. However the operationalisation of the 
independent variable “international exposure from geographically proximate firms” 
considered only the percentage of firms within the United States that had benefited 
from overseas markets, which did not bound the research to a cluster area and did not 
capture real interactions, formal or informal, between those firms as well. 
Furthermore, the research only looked at International New Ventures, that is, quite 
young firms that started internationalising, and there was no mention about the 
inclusion of SMEs in the sample. A more comprehensive study could encompass 
measures of both formal ties and informal network relations among those firms in 
order to capture the real effect of the connections on internationalisation. Additionally, 
constraining the sample frame of the study to an industrial cluster area would be of 
particular interest as “the movement towards international markets in a cluster is seen 
as a process starting with the ‘discovery’ of exporting and its adoption by one or a few 
innovative firms, and later, in case the experience is successful, the diffusion of this 
business experiment to other firms in the cluster” (Da Rocha et al., 2009, p. 530). 
Doing so, could allow identification of the importance of the dynamics in the diffusion 
of internationalisation inside the cluster. Also, recognising the increased importance 
of networks and connections for SMEs is likely to add to this study because networks 
can work as substitutes for their lack of resources (Durmaz & Tasdemir, 2014). 
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In order to address this gap in the literature, this study identifies the contributions both 
of the network ties and of the mimetic pressure, assuming that the SMEs are embedded 
in industrial clusters. The outcomes that will be evaluated are related to non-
experiential learning from the pathway perspective of the network ties and the mimetic 
pressure with the outcomes of knowledge acquisition and imitation as explained in the 
following section.  
 
2.4.1. From Network Ties to Knowledge Acquisition from External 
Sources 
To begin with, it is necessary to describe the context of the network ties in the 
industrial cluster that this study investigates. Industrial cluster location has been 
associated with the diffusion of knowledge (Becchetti & Rossi, 2000; Belso-Martínez, 
2006; Shao et al., 2008). This diffusion, also labelled as knowledge spillover, happens 
because of established network ties rather than just because of the co-location (Belso-
Martínez, 2006; Molina-morales et al., 2014). The configuration of a cluster refers to 
the nature of the relations between the firms, which are vertically linked or 
horizontally related. The vertical linkages are framed in the relations of buyer and 
supplier and the horizontal linkages are bounded in competition and/or cooperation 
between firms and institutions such as universities in the cluster (Padmore & Gibson, 
1998). The strength of these relations between the firms accounts for the development 
of the cluster and, therefore, for its success which is heavily bounded on the quality of 
these linkages (Padmore & Gibson, 1998). Indeed, these linkages are very important 
to the cluster analysis as they affect the network intensity within the location and build 
the ground for increased social exchange among the firms. 
 
After explaining how the network ties occur, and the supply chain linkages or 
competition/cooperation linkages, it’s important to understand the underlying 
motivation for these relations to be established, which can be explained through the 
social exchange theory (SET). Studies on SET show the importance of relationships 
between individuals and firms to explain their behaviour. SET predicts that exchange, 
resources, and relationships defines a joint activity of two or more players in which 
one has something the other values.  
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Seminal work on SET is based on social behaviour of individuals and derives from the 
work of Blau (1960, 1964), Homans (1958), Emerson (1962) and Thibaut and Kelley 
(1959). The study of SET occurs through the perspective that all “interactions between 
persons are an exchange of goods, material and non-material” (Homans, 1958, p. 597) 
which characterises the basic assumption of SET, that is, subjects start and maintain 
their relationships with a reward expectation (Blau, 1964; Homans, 1958). These 
rewards may be tangible, such as goods, services, money, but also intangible, like 
social amenities or friendship (Lambe, Wittman, & Spekman, 2001). SET is 
particularly relevant for the present study because of the fact that these ties may be 
formal, based on contracts and agreements or informal and grounded in the issue of 
trust. Besides this, it is important to establish the distinction between inter-firm 
networks and inter-personal networks. 
 
Inter-personal networks  
Inter-personal networks refer to those contacts with whom managers have direct 
relations (Eberhard & Craig, 2013). In the case of firm leaders, it can be assumed that 
they have relations with bankers, other managers, consultants, suppliers, buyers, 
customers, trade associations and public institutions advisors, friends, and family 
members. Some of those relations have started formally (McGrath, Vance, & Gray, 
2003), for example, by means of service supply and further develop informally based 
on trust (Manolova et al., 2010).  
 
The social aspect of these relations allows trust to be built among the firm members 
reducing opportunistic behaviour and nurturing trust (Da Rocha et al., 2009). Although 
the meaning of trust varies according to its operationalisation and forms, the concept 
in terms of individuals, the common characteristic that underpins the acceptable 
definitions is vulnerability and interdependence among the actors of the relations 
(Rousseau, Sitkin, Burt, & Camerer, 1998). For this research, the scope of trust this 
study is interested is the relational trust that managers establish domestically over 
repeated social interactions (Rousseau et al., 1998) within the industrial district they 
are located in.  
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A number of prompters are involved in the reason for establishing these connections 
that range from intentional ties to unplanned networks, such as service supply, and as 
stated before, entrepreneurial spin-offs, referrals, network meetings, trade fair 
encounters and pure friendship. In the case of SMEs, inter-personal networks turn out 
to be a means of overcoming limited resources (Baum, Calabrese, & Silverman, 2000), 
reducing transaction costs (Mesquita & Lazzarini, 2010), transferring tacit knowledge 
(M. Fletcher & Harris, 2012), which can lead to opportunity recognition (Ellis, 2011).  
 
Discovery and implementation of the benefits of an innovation for the firm derives 
primarily from the acquisition of non-codified knowledge by the SME managers and 
decision-takers of the firms. One of the recognised ways of transferring tacit 
knowledge is through personal networks of individuals (Da Rocha et al., 2009; Ellis, 
2011; Rousseau et al., 1998). Access to advice and to opportunity information is 
important for learning about internationalising (Zhou et al., 2007). Geographically co-
located firms are more prone to establish high numbers of these inter-personal 
relations due to the pure proximity between the actors in the cluster. Consequently, we 
can assume that the quality and size of the firm managers’ personal networks are 
paramount for being exposed to opportunities and for implementing innovations for 
the firm.  
 
Inter-firm networks 
Inter-firm relations between firms may also encompass both formal and informal 
relations. The former is bounded to formal contracts (Eberhard & Craig, 2013) while 
the latter can be characterised as intangible/relational network (Jones & Coviello, 
2005) such as a counterpart in a collaborative arrangement. The underlying 
assumption about inter-firm networks is their embeddedness , that is, involved in 
ongoing social relations with high levels of communication and influence 
(Granovetter, 1985). Johannisson, Karlsson and Ramirez (2002) developed an 
embeddedness typology in which they identified three layers: first-order 
embeddedness (firm-to-firm relations); second-order embeddedness (firm relations to 
social and economic institutions); and third-order embeddedness (firms indirectly 
being related through social and economic institutions). The present study is 
particularly interested in the third-order embeddness of these relations because this 
  
58 
holistic view encompasses relations ranging from business-to-business, firms-to-
socio/economic institutions, and links between firms that are derived from institutional 
intervention for which the authors themselves provided the appropriate example: 
“situations where businesses are not directly related but are members of the same 
social association” (Johannisson et al., 2002, p. 304). The social association in this 
case is the industrial cluster in which the companies take part. 
 
The ways these networks are explained vary in the literature. Some studies have 
demonstrated the existence of network leaders or network-firms and others have 
highlighted the role of network governance. For the purpose of this study we adopt the 
adopted definition of inter-firm networks aimed at limiting the scope to voluntary 
arrangements among independent firms presupposing the exchange, sharing, and joint 
provision of various forms of knowledge (Powell & Grodal, 2005; Sammarra & 
Biggiero, 2008). The reasoning for this is the interest in this study in the inter-firm ties 
and in the companies’ isomorphism, regardless of the position the counterparts assume 
within the cluster, and the lack of breadth to investigate governance in such a 
parsimonious research. 
 
Domestic inter-firm network has shown to provide firms, especially SMEs, with 
resources that can enhance their competitive advantage (Belso-Martínez, 2006; Chetty 
& Wilson, 2003; Manolova et al., 2010) by lowering transactions costs and assuring 
access to knowledge both on opportunities and indirect knowledge. Despite the 
resemblance between inter-firm and the inter-personal networks, the former 
encompasses intangible relational/network resources while the latter involves 
communication and informal contract (Jones & Coviello, 2005). 
 
The analysis of the impact of inter-firm networks is aligned with the interest of 
studying the effect of inter-personal networks on internationalisation knowledge 
acquisition. This is because there is limited research dealing with measures of both 
forms of ties that impact on the internationalisation of SMEs embedded in industrial 
clusters. 
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Internationalisation Knowledge  
Knowledge has been found to be the most important resource for the success of a firm 
(Mejri & Umemoto, 2010). Internationalisation knowledge can be described as “the 
knowledge that enables the organisations to expand activities across national borders” 
(Pedersen, Petersen, & Sharma, 2003, p. 70). Eriksson, Johanson, Majkgard and 
Sharma (1997) classified knowledge on internationalisation in three complimentary 
scopes: business knowledge, which is related to information on competitors, clients 
and markets overseas; institutional knowledge, which comprises familiarity with 
foreign languages, laws, norms and standards in foreign markets; and proper 
internationalisation knowledge which was operationalised according to previous 
experience on overseas markets. The authors’ conceptualisation is widely used and 
was further tested and adapted by many authors (Eriksson, Majkgård, & Sharma, 2000; 
Hadley & Wilson, 2003; Pedersen et al., 2003; Zhou, Barnes, & Lu, 2010). This 
internationalisation knowledge has been identified as a very influential input in small 
firms’ internationalisation (Johanson & Vahlne, 1977, 1990, 2006, 2009; Oviatt & 
McDougall, 1994). Internationalisation knowledge can also be seen as an outcome of 
network activity (Reagans & McEvily, 2003).  
 
Literature on knowledge recognises two major types of knowledge: explicit and tacit 
knowledge (Byosiere & Luethge, 2008). The former is based on formal material, 
academic input and languages learned (Mejri & Umemoto, 2010) whereas the latter is 
highly based on experience and, in the scope of firms, is related to the managerial body 
and its human capital. Acquisition of internationalisation knowledge by the firms has 
several origins according to its types. Explicit internationalisation knowledge is 
usually planned and obtained from the training of employees and/or the managerial 
team. It also can be grafted by hiring outside personnel who are knowledgeable on 
internationalisation (Casillas et al., 2015; M. Fletcher & Harris, 2012; G. P. Huber, 
1991). On the other hand, tacit knowledge of internationalisation can be developed in 
three forms, namely, congenital, originated in inter-company spin-offs, or acquired 
vicariously. Congenital internationalisation knowledge (CIK) is related to previous 
experiential learning of the top management team in foreign trade (Casillas et al., 
2015). CIK is an important characteristic of a manager’s international orientation and 
a well-recognised prompter of small firms’ internationalisation (Hambrick & Mason, 
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1984; Nielsen & Nielsen, 2011). Knowledge on internationalisation can also be 
acquired by the firm when hiring an employee with experiential learning from 
previous job positions (Breschi & Lissoni, 2001). The third type of IK happens 
vicariously, that is, firms get access to this knowledge in different ways, such as by 
observation in networks, through licensing, strategic alliances or by corporate 
intelligence (Chandler & Lyon, 2009; G. P. Huber, 1991; D. E. Welch & Welch, 
1996). In the case of companies co-located in industrial clusters these last two types 
of internationalisation knowledge diffusion (derived from inter-companies spin-offs 
and vicarious knowledge) are frequent when firms share goals or principles (Molina-
morales et al., 2014), which is the expected scenario to be found in an integrated 
cluster such as the one being investigated in this research. 
 
Bilkey and Tesar (1977) recognised that congenital/experiential knowledge, that is, 
tacit knowledge of the managers posed an important role at their stage three of 
internationalisation – exploring the feasibility of overseas markets. This 
acknowledgement is aligned with the U-Model assumption of incremental knowledge 
leading to an increase in internationalisation (Johanson & Vahlne, 1977). However, 
there have been calls for investigating other forms of knowledge studies in the 
internationalisation field, as pointed out before (Johanson & Vahlne, 2009). Network 
partners play a very important role in the internationalisation knowledge diffusion 
within a network set (De Clercq, Sapienza, Yavuz, & Zhou, 2012), such as the ones 
found in industrial clusters. Vicarious learning is perceived as a cost-effective solution 
of knowledge acquisition as it acts as a surrogate answer to search (another learning 
process that consists in seeking explicit information to be applied). Also, vicarious 
learning may happen in a variety of forms, such as modelling, joint experimentation, 
advice seeking, role playing, simulation, and benchmarking (Levitt & March, 1988; 
Popper & Lipshitz, 1992). For the purpose of this research, the general 
internationalisation knowledge transmission by means of innovation diffusion within 
a network set and its benefits for the firms’ internationalisation will be investigated. 
 
Further explanation of the knowledge diffusion among firms can be found in the 
knowledge-based theory of the firm (KBV) and the knowledge spillover effects (KS) 
theory. The KBV assumes that knowledge, both tacit and explicit, is the intangible 
resource that leads to successful internationalisation (Smith et al., 2010). 
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Complimentary to knowledge being a key resource for firms’ internationalisation is 
the explanation on the transfer of this knowledge among firms. The knowledge 
spillover effects derive from knowledge being created by a firm that may not be 
contained within that firm, therefore creating knowledge for other firms (Jaffe, 
1986,1989 in Ibrahim, Fallah, & Reilly, 2009). Studies have also shown that spillover 
is intensified in clustered firms (Belso-Martínez, 2006), not only because of 
geographical proximity but mainly due to the cognitive proximity in which the firms 
are embedded (Molina-morales et al., 2014). The generalizability of the benefits of 
knowledge spillover is problematic. Huber (2012) questioned the assumed benefits of 
embeddedness in clusters from the research and development (R&D) workers’ 
perspective and found out that about 60% of the employees did not perceive a real 
knowledge benefit from it. In the study, the main reasons were either the lack of 
opportunities to interact and learn or the lack of need to interact to achieve innovative 
results that could be fostered by internal resources or the Internet (F. Huber, 2012). 
The author identified that senior managers benefited more from the cluster location 
than R&D workers in terms of knowledge spillover. In summary, the conclusions 
related to these two knowledge theories are threefold. Firstly, knowledge is a resource 
necessary for firms’ internationalisation which suggests its mediating effect in 
reaching overseas markets. Secondly, this knowledge may be acquired from the 
interaction with other firms. Thirdly, tacit knowledge flows within the network of a 
cluster.  
 
Based on the above review and conceptualisation of issues, the hypotheses for this 
research are proposed: 
 
Hypothesis 1: Intra-cluster international exposure from network ties has a direct 
effect on the export intensity of the firms. 
Hypothesis 2: Internationalisation knowledge has a mediating effect on the 
relationship between intra-cluster international exposure from network ties and 
the export intensity of the firms. 
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Hypothesis 3: Internationalisation knowledge has a direct effect on the export 
intensity of the firms. 
 
Hypothesis 4: Internationalisation knowledge has a mediating effect on the 
relationship between intra-cluster international exposure from mimetic pressure 
and the export intensity of the firms. 
 
Hypothesis 5: Intra-cluster international exposure through mimetic pressure has 
a direct effect on the export intensity of the firms. 
 
Hypothesis 6: Internationalisation knowledge has a mediating effect on the 
relationship between intra-cluster international exposure from network ties and 
the internationalisation stages of the firm. 
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Hypothesis 7: Intra-cluster international exposure through network ties has a 
positive, direct effect on the internationalisation stages of the firm. 
Hypothesis 8: Internationalisation knowledge has a direct, positive effect on the 
internationalisation stages of the firm. 
 
Hypothesis 9: Internationalisation knowledge has a mediating effect on the 
relationship between intra-cluster international exposure from mimetic pressure 
and the internationalisation stages of the firm. 
 
Hypothesis 10: Intra-cluster international exposure through mimetic pressure 
has a positive, direct effect on the internationalisation stages of the firm. 
 
2.4.2 Intra-cluster Companies Isomorphism  
It can be argued that firms are not isolated because when they are exposed to practices 
from other companies, there is possibility of homogenisation. . The underpinning 
theory of the homogenisation concept is the neo-institutional theory that explains that 
firms’ behaviour is moulded by pressures deriving from values and norms within the 
organisational field (Bresser & Millonig, 2003).  
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Homogenisation is better elucidated by the concept of organisational isomorphism 
present in the seminal work of Di Maggio and Powell (1983, p. 149) “In Hawley's 
(1968) description, isomorphism is a constraining process that forces one unit in a 
population to resemble other units that face the same set of environmental conditions”. 
The authors elaborated on the concept based on the idea that firms are inter-related in 
a way that isomorphism will happen either to acquire legitimacy or to maintain 
competitiveness. Imitation or modelling is an answer to uncertainty (DiMaggio & 
Powell, 1983) posed by the environment of the firm. For the firm, implementing an 
innovation is packed of uncertainty (Jensen, 1982) and, as explained in previous 
sections, internationalisation can be seen as an innovation for the firm. The newness 
of the internationalisation process from the SMEs’ viewpoint is full of uncertainty and, 
therefore, firms mimic others, especially when they are exposed to them within the 
industrial clusters. Hence, the isomorphism theory is appropriate for examining the 
internationalisation of SMEs through the innovation diffusion perspective.  
 
Existing research has recognised the typology developed by DiMaggio and Powell 
(1983) that identified three types of company isomorphism: coercive, normative and 
mimetic. These types are not isolated but they can intermingle but differentiate in 
terms of the source of the motivation. Coercive isomorphism arises from political 
influence and from the search for legitimacy. Normative isomorphism derives from 
common cognitive ground based on norms and beliefs within a field of knowledge 
(Larson, 1991). And, finally, mimetic isomorphism emerges from the need to cope 
with uncertainty. This study examines the mimetic perspective of the isomorphism, as 
its purpose is overcoming the uncertainty of the internationalisation that is seen as an 
innovation for the firm. 
 
The underlying rationale for the imitation among firms ranges from the risk of non-
compliance with the development of the other firms, to keeping up with the 
competition or to seek more information ahead of the activity being modelled (Li & 
Ding, 2013; Lieberman & Asaba, 2006). Imitations occur when the firms are 
configured in terms of structural equivalence, that is, two firms that develop the same 
role within an industrial cluster, establishing almost the same ties with suppliers, 
buyers and are not connected (DiMaggio & Powell, 1983). Modelled companies do 
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not necessarily know they are posing as a model unless they agree to take the role in 
a benchmarking case study by institutions.  
 
Some patterns of imitation have emerged in the literature: bandwagon imitation, 
status-driven imitation and social learning (Kraatz, 1998), whereas the first two 
typologies are related to the behaviour of firms following the leader and following the 
crowd respectively. On the other hand, the third pattern, social learning, is associated 
with the intra-network arrangement of the diffusion of information, which is the 
interest of this research. Another author has seen the social learning imitation as a 
promising explanation for networking imitative behaviour (Nikolaeva, 2014), as the 
firms will not stand still while being aware that other companies innovate and mimic 
each other. Henceforth, it can be assumed that the source of information to be 
mimicked, leading to the mimetic pressure, is purely embeddedness of the firms in the 
industrial cluster, which raises particular interest for this research that focuses on the 
innovation diffusion of internationalisation among the firms. 
 
2.4.2.1 From Mimetic Pressure to Imitation 
The idea that companies are not isolated underlies this section in the sense that firms 
are exposed to new practices, strategies and word-of-mouth-like information about 
others actors’ strategies in the same industry. Mimetic pressure is caused by the urge 
of a firm to overcome uncertainty by mimicking other organisations perceived to be 
more successful in the industry or in the cluster (Nikolaeva, 2014)  
 
Imitation, however, is not a straight-forward action but a process that ranges from the 
identification of the subject of imitation to the willingness and finally to the response 
to that input. Authors recognise a stage in-between the input and the response, namely, 
the ability to imitate (Jonsson et al., 2009). Another scope issue to be considered 
around the imitation concept for this research is that mimicking should be a 
consequence of the predisposition or propensity of the managerial team to act alike 
(Miles, Snow, Meyer, & Coleman, 1978; Ordanini, Rubera, & DeFillippi, 2008). The 
purpose of this is not to evaluate accidental isomorphism that may derive from a 
variety of reasons such as normative actions. The amplitude is the conscious imitation 
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that comes from awareness, perceiving of benefit and deliberate action of imitating 
that originated from the mimetic pressure. 
 
Following the steps of Ordanini and DeFillipi (2008), it is important to highlight the 
difference between replication and imitation. In the case of replication one would have 
the ‘template’ to follow while with imitation, one has the overarching strategy to be 
copied. Therefore, the imitation process is always an imperfect process as it is 
understood that the steps are under control of the firm subject of the imitation which, 
as mentioned before, rarely knows it is acting like a model. 
 
In the context of internationalisation, some authors agree that the willingness to imitate 
is not only efficiency-driven but is also motivated by isomorphic pressures that 
develop within the social norms and values of the environment in which the firms are 
embedded (Kostova & Roth, 2002; Kostova & Zaheer, 1999; Li & Ding, 2013). In this 
case, imitation substitutes the innovation itself for the firm but this same firm is taking 
part in the innovation diffusion process of internationalisation across the cluster in 
which it is located.  
 
What has not been clear to date in the literature is the degree of internationalisation of 
imitating firms that are exposed to the pressure to internationalise. So far, however, 
there has been little discussion about company isomorphism through the lens of the 
innovation diffusion model identifying the maturity of the firm in the 
internationalisation process. 
 
Therefore, the following is predicted: embeddedness in a cluster with high levels of 
international exposure of its firms positively affects the innovation diffusion of 
internationalisation among the firms as hypothesised below. 
 
Hypothesis 11: Greater intra-cluster international exposure through mimetic 
pressure affects firms’ imitation towards internationalisations. 
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2.5 Overcoming Problems to Addressing the Research 
Hypotheses 
Events beyond the researcher’s control led to the introduction of an additional stage to 
this research, and is detailed in the methodology discussion in Chapter 3. The response 
rate achieved from the survey, after following the prescribed steps and time for 
conducting an unbiased survey, was very small (n = 27 completed questionnaires, 12 
incomplete questionnaires and 100 click-throughs). For this reason, it was not possible 
to perform any rigorous, quantitative method of analysis of the hypotheses and to 
answer RQ1. Therefore, a solution was sought and this thesis adopted a mixed-
methods sequential explanatory research design with a second, qualitative study. The 
qualitative stage followed a case study methodology to examine propositions.  
 
In contrast with the traditional mixed-methods approaches of including case studies as 
part of an initial investigation, this research undertakes an alternative approach in 
which the qualitative study was undertaken after the quantitative study. This difference 
in approach leads to an important procedure that needs to be highlighted: the 
propositions for the qualitative study do not derive purely from the literature review 
but rather from the results obtained in the quantitative study. Due to the small survey 
sample in the first study, the second study was an extended investigation that utilised 
the data obtained in the first study to further develop propositions targeted at 
addressing of the two research questions of this thesis. 
 
In Chapter 1 the research question for Study 2 was framed in two parts as “RQ2a: 
How and Why does international exposure affect the internationalisation 
knowledge and the process of internationalisation of SMEs embedded in industrial 
clusters?” and “RQ2b: How and Why does international exposure not affect the 
internationalisation knowledge and the process of internationalisation of SMEs 
embedded in industrial clusters?”. The reason for this separation is twofold: first, 
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some of the firms had already performed exports and some had not. As the interest of 
this research was to identify the impact of the international exposure on the firms’ 
internationalisation process development, the interest in further investigating both 
types of firms prevailed. For example, one firm may be exposed to high levels of 
international exposure and still prefer the domestic market for unknown reasons; 
second, there is a need to understand the firms’ perceptions of exports to establish a 
correlation with their process of internationalisation. 
 
The research questions essentially look at three issues: 
1. Some firms are intense in network activities (M = 9.0) – one company reported 
120 as their network size – refer to Section 4.2.4.3) and show low levels of 
exports (means of 5.25%). 
2. Most of the firms reported interest in exports (on a scale of 1 to 5, M = 3.79, 
refer to Section 4.2.4.2). However, their export ratios were still low (M = 
5.25% - refer to Section 4.2.4.2). 
3. The firms’ internationalisation knowledge has very similar values (on a scale 
of 1 to 5, the means of each internationalisation knowledge stream ranged 
around 2 – refer to Section 4.2.4.5). Investigation about whether the potential 
bias from self-reported scales is necessary to assess its impact on the firms’ 
internationalisation.  
 
In order to develop Study 2, several themes that derived from the literature review 
phase are brought back after the assessment of the results of Study 1. An overview of 
the themes and the rationale for the follow-up investigation are outlined below. The 
analysis of each theme and the coding manual to display how the analysis was 
performed is introduced in Chapter 4. 
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Table 2.12 
Themes and Rationales for Investigation in Study 2 
Theme Rationale for further investigation 
Managerial perceptions of 
exports 
This aspect was not directly assessed in Study 
1. However in the results of Study 1the firms 
showed interest in exports; further 
clarification about how they perceived exports 
was necessary to assess the impact of 
international exposure on them. 
Exports practice What is the export practice of these firms? 
Study 1 showed that the proposed stages of 
internationalisation are valid within the 
assessed firms. However, further clarification 
of how and why they followed the stages was 
necessary.  
Country choice Most of the responses showed that the firms 
performed exports, beginning with 
psychically close countries. How did this 
happen? How did the managers perceive it in 
order to proceed this way?  
Internationalisation stages Results from study 1 suggested that the firms 
performed according to the proposed stages of 
internationalisation. However, further 
investigation about how it occurred was 
needed, specifically in terms of de-
internationalisation and the concept of born 
global. 
Born Global / International New 
Venture 
The proposed I-Model was expected to 
account for born global firms by showing that 
the overlapping of stages of export 
development was possible. Further interest in 
looking for patterns that justified its belief 
remained in Study 2. 
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Theme Rationale for further investigation 
International exposure from 
networks 
According to the survey results, although 
some of the firms were intense in networks 
and loaded high in mimetic pressure, there 
was no correlation with their percentages of 
exports. Why was this? 
International exposure from 
mimetic pressure 
Internationalisation knowledge Most of the companies reported very similar 
scores in terms of internationalisation 
knowledge. How they acquired this 
knowledge and the extent of this knowledge is 
evaluated at this stage. 
Industrial cluster location This aspect was not assessed in Study 1. 
Further need to understand the benefits and 
problems of the cluster location led to the 
investigation of this theme. One of the 
questions, for example is: ‘Were the firms 
located within because of the network 
intensity?’ 
International orientation Most of the companies reported very low 
scores on the international orientation items. 
Further investigation about their perceptions 
on these constructs was needed. Also, the 
assessment of their willingness to act towards 
increasing international orientation where it 
was possible was assessed.  
Source: developed for this study 
 
2.5.1 Managerial Perception of Exports 
Managerial perception of exports was not assessed in Study 1. However, further 
interest to investigate this arose due to the notably low export ratios of these firms 
despite results showing an interest in exports. This theme investigated both subjective 
(non-exporting firm) and experiential (exporting firm) views about 
internationalisation in terms of the benefits, hardships, and impact of exports on the 
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firms’ requirements to perform exports consistently. First, it is believed that these 
firms perceive that exports and the increasing internationalisation of their companies 
would lead to increased productivity (Bernard & Bradford Jensen, 1999) and 
technological improvements (Blalock & Gertler, 2004). Second, it is also assumed that 
SMEs’ managers recognise that weaker currencies could lead to an increased interest 
from potential foreign buyers (Abeysinghe & Yeok, 1998). Finally, it is expected that 
despite perceiving the benefits of exporting, these managers experience issues such as 
internationalisation barriers that hinder their engagement in overseas activities. These 
barriers can also be recognised in different ways by the firms depending on their level 
of international development (Burton & Schlegelmilch, 1987; Cavusgil, 1984a; 
Katsikeas & Morgan, 1994). For this reason, both firm types will be asked about 
possible constraints to exports.  
 
2.5.2 Export Practice 
Export practice was evaluated in Study 1 according to the internationalisation stage of 
the companies, internationalisation scope (countries to where the firms exported) and 
their exports ratio (percentage of exports in the total sales of the company). Results 
suggested that the companies behaved according to the proposed stages of 
internationalisation and exported to psychically close countries before venturing to 
psychically distant ones. Further investigation about how the exporting firms did so 
and why the non-exporters were still domestically-oriented was undertaken in Study 
2. The firms’ assessment of their strengths towards overseas market perceptions was 
also evaluated. Study 2 aimed to gauge the perceptions about firms’ development in 
internationalisation related to the process, stages and pace. This way, it was possible 
to evaluate the presence of BG firms, and whether there were any firms that had either 
de-internationalised or rejected exports.  
 
2.5.2.1 Country Choice 
Results from the quantitative study showed that companies made their choice of 
countries to export in accordance with the parameters of the stages model, that is, 
choosing to export first to psychically close countries. However, further investigation 
of the reasons as to why these firms performed in this manner are of great interest for 
this study.  
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One of the reasons for exporting to psychically close countries may be due to the 
limited funds (Durmaz & Tasdemir, 2014) of SMEs in engaging in market research 
activities and as such, chosen countries with greater similarities in terms of culture, 
language and level of economic development(Smith et al., 2010). Also, companies 
located within industrial clusters are embedded in a supporting environment coming 
from clusters-supporting institutions (M. E. Porter, 2000) and they may be directed 
towards certain markets for a diversity of reasons such as governmental policy. 
Moreover, firms could get information about good buyers from the valuable advice 
from their network partners (Manolova et al., 2010). Therefore, why and how these 
firms performed exports to psychically close countries was investigated (both for 
managers who have exported and for the ones interested in future exports).  
 
2.5.2.2 Born Global / International New Venture 
Study 1’s results showed a very small number of firms that could be considered BG 
(refer to Section 2.2.1.5 for more details on BG firms). Although it has been 
thoroughly addressed in Section 2.3.1.4, the proposed I-Model expected to account for 
BG firms by explaining that the overlapping of the stages of export development is 
possible. Despite the fact that the statistical testing of the model was not possible, the 
interest in looking for patterns that supported this belief remained. The literature has 
often discussed the stages model and the BG perspective as opposing views 
(Andersen, 1997; Knight & Cavusgil, 1996), noting that it is very unlikely for firms 
following a stages-paced approach to internationalise quickly (Oviatt & McDougall, 
1994). This study reformulated the inquiry in a context specific way by asking: can 
Brazilian clustered SMEs that follow a staged export development internationalise 
quickly enough to be considered a born global firm? Therefore, it was possible to 
evaluate if SMEs embedded in cluster dynamics that adopted a stage approach 
internationalised quickly despite their limited resources.  
 
2.5.3 Internationalisation Knowledge 
Internationalisation knowledge refers to the knowledge that enables organisations to 
expand activities across national borders (Pedersen, Petersen, & Sharma, 2003). The 
results of the quantitative study showed that the firms self-reported average scores 
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between little to neutral on each item of internationalisation knowledge that was 
investigated. Study 2 had three aims in relation to the managers’ internationalisation 
knowledge. First, it assessed the firms’ perception of this limited knowledge. Second, 
the study investigated the mode of internationalisation knowledge acquisition by these 
firms. Here, the importance of the firms’ network partners (Manolova et al., 2010) and 
the mimetic pressure (Li & Ding, 2013) came together in the investigation of 
internationalisation knowledge transfer within the industrial cluster area. One key 
concept in these issues is knowledge spillover (Fernhaber & McDougall-Covin, 2009). 
According to this concept, companies benefit from the knowledge that other firms 
possess through informal interactions and therefore the valued importance of 
geographical co-location (J. D. Adams & Jaffe, 1996; Audretsch & Feldman, 1996). 
The third aim of Study 2 was to investigate the managers' intention in upgrading their 
internationalisation knowledge if an opportunity is offered, for example, by intra-
cluster institutions.  
 
2.5.4 International Exposure from Networks 
Results from Study 1 showed that even companies who achieved a high score in terms 
of international exposure from networks had very low export ratios. Further 
clarification about whether a firm perceived the benefits of their network relations was 
necessary. Further elucidation was required for the firms who perceived these benefits 
to understand the reasons that they don’t seize these opportunities. 
 
The investigation of international exposure from network ties proceeded in the 
following way. The first aspect assessed whether these managers attended network 
meetings and invested in networking practices (Belso-Martínez, 2006) or if the 
companies were merely co-located and did not benefit from networking (Molina-
morales et al., 2014). Second, the issue about whether the respondents had acquired 
information on competitors’ internationalisation by means of their network ties 
(Fernhaber & Li, 2013; Fernhaber & McDougall-Covin, 2009) was assessed. Third, 
whenever respondents reported awareness about other firms’ internationalisation, they 
were then asked how they felt about this situation. In this way, the real effect of 
international exposure on these firms could be assessed. The firms were expected to 
express eagerness to mimic (Nikolaeva, 2014), convey indifference against the 
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practice of their competitors, or specify reasons that they could not follow the 
exporting patterns of the other firms.  
 
2.5.5 International Exposure from Mimetic Pressure 
The survey results indicated that most of the firms scored very highly on mimetic 
pressure. Mimetic pressure is the impulse of a firm to mimic other organisations 
perceived to be more successful in the industry or in the cluster in order to reduce 
uncertainty of a task (Nikolaeva, 2014), in this case, internationalisation. The rationale 
for further investigating the international exposure from mimetic pressure comes from 
the overall low export ratios of the respondent firms. Whether there are not many 
exporting firms within the cluster or the firms lack awareness of their competitors’ 
internationalisation is under-researched. Initially, the second study sought further 
insights about the managers’ awareness of their competitors’ internationalisation. This 
awareness usually comes from external sources, such as the flow of information within 
the cluster (Manolova et al., 2010; M. E. Porter, 2000), or comes from network ties 
(Granovetter, 1985). Next, the firms’ perceptions and behaviour towards mimicking 
competitors’ exports were evaluated.  
 
2.5.6 Industrial Cluster Location 
All the companies surveyed were geographically located within an industrial cluster 
region. In Section 2.3.3 the characteristics of an industrial cluster were presented. 
Among them, the aspect deemed most relevant for this research was the ‘intense 
network’ (Belso-Martínez, 2006). The interest in identifying the impact of the firms’ 
network ties and mimetic pressure on the firms’ internationalisation is coupled with 
the concept of international exposure within the industrial cluster region. In Study 1, 
the hypothesis of the existence and possible effects of networks on the companies’ 
internationalisation by means of international exposure was attempted.  
 
However, the firm’s perception about the benefits of the industrial cluster location 
remained under-explained in the research. The first proposition assessed the firms’ 
perceived benefits due to their location in relation to the material supplies, supporting 
services and skilled labour availability (M. E. Porter, 2000). The second investigated 
aspect concerns the availability of network partners (Bathelt et al., 2004; Belso-
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Martínez, 2006) and their managers’ perceptions about it . The third matter explored 
the flow of information and knowledge due to co-location (M. Fletcher & Harris, 2012; 
A. Marshall, 1920) which was expected to be a great source of international exposure 
(Fernhaber & Li, 2013). Therefore, this proposition investigated whether the cases 
perceived their location as a network booster, whether they took advantage of this, and 
the potential reasons that some companies did not perceive this international exposure. 
 
Hence, a question relating to the reason why for the location of these firms are 
presented in interview question 19 (see Appendix 4). This question was rather open in 
order to allow the interviewee to be free to present aspects related to their perceptions, 
objectives and impressions about Nova Friburgo. Most importantly, it was expected 
that the responses would show how each of them took advantage of the location or 
faced challenges because of it.  
 
2.5.7 International Orientation 
International orientation was investigated in Study 1. Managers’ attitudes, perceptions 
and characteristics have been found to influence the internationalisation performance 
of firms (Agnihotri & Bhattacharya, 2014). Results among respondents were quite 
similar, and although many of the aspects that encompassed the international 
orientation of the managers’ scope could not be improved, some of them were 
manageable. Moreover, special interest arose with how the respondents perceived the 
international orientation features held by their firms or their competitors.  
 
In order to address the firms’ international orientation the researcher first undertook 
an evaluation of the issues because the levels of international orientation of the 
owner/management were controlled to a certain extent. Firstly, for example, there was 
no purpose in relating to birth overseas or about their previous experience in foreign 
trade in these follow-up interviews. Secondly, education, such as a bachelor degree 
and higher education are plans for a long-term engagement. Therefore, questions were 
made about the international orientation issues which were reasonably manageable in 
the short-term, namely, languages and training in international business. The first 
question related to the second language importance and the reasons so that the 
respondents could explain their responses. Speaking a second language is considered 
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an important determinant of the export behaviour of decision-makers, that is, 
managers (Czinkota & Ursic, 1991; Das, 1994). The second question was in relation 
to the managers’ willingness to undertake technical courses related to international 
business if they were available inside the cluster for free or at low cost. Training in 
international business (De Luz, 1993; A. C. Koh, 1991) and in export management 
(Das, 1994), for example, have been found to endorse the export behaviour of the 
managers and their identification of overseas opportunities.  
 
2.6. Summary 
In this chapter, a review of the literature related to the main constructs of this study 
was presented. The first purpose was to provide the theoretical foundation of this 
study. The main internationalisation theories were presented and it was demonstrated 
how this study is predominantly based on the innovation diffusion model of 
internationalisation, networks and industrial clusters. The second purpose was to 
define the constructs and to highlight the role of inter-personal networks, and inter-
firm networks and mimetic pressure in the firms’ internationalisation. The expected 
outcomes of international exposure of the embedded firm, international knowledge 
acquisition and imitation were introduced. The research hypotheses (refer to Appendix 
1) of Study 1 were explained and the rationale for a second study was presented. Next, 
Study 2 propositions were developed and a summary can be found in Table 2.14. Table 
2.13 summarises the dissertations’ research questions according to each study. In the 
next chapter, the study’s methodological approach is discussed, while Chapter 4 
describes the research results. 
 
  
  
77 
Table 2.13 
Research Questions 
Research Question 1: 
To what extent does international exposure from intra-cluster dynamics such as 
network ties and mimetic pressure affect the process of internationalisation of 
SMEs embedded in industrial clusters? 
Research Question 2: 
RQ2a: How and Why does international exposure affect the internationalisation 
knowledge and the process of internationalisation of SMEs embedded in 
industrial clusters? 
RQ2b: How and Why does international exposure not affect the 
internationalisation knowledge and the process of internationalisation of SMEs 
embedded in industrial clusters? 
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Table 2.14  
Summary of Propositions for Study 2 
P1 Brazilian clustered SMEs comprehend the benefits of the exports, believe 
their core strengths are well perceived by overseas markets and are willing 
to overcome potential barriers to internationalisation. 
P2 Brazilian clustered SMEs start exporting to psychically close countries for 
several reasons including intuitive inferences, network partner information 
or because intra-cluster institutions support marketing activities.  
P3 There has been an increasing trend towards Brazilian SMEs being born 
globals. BGs are usually associated with one or more persons within the 
managerial team with international market knowledge or previous 
experience in IB. 
P4 Brazilian clustered SMEs perceive the benefits of intra-cluster networking 
and make use of meeting and learning opportunities, such as in preparation 
workshops and trade shows.  
P5 International exposure about other clustered Brazilian firms’ 
internationalisation comes from network partners’ information and they may 
mimic them. 
P6 Despite Brazilian clustered SMEs’ awareness about their limited 
internationalisation knowledge, they trust and seek to overcome this 
constraint by relying on their network partners and intra-cluster institutions.  
P7 Being located within the Nova Friburgo industrial cluster favours access to 
inputs, related services, skilled labour, network partners and information. 
P8 Greater international orientation of a firm’s management team is perceived 
to impact positively in that firms’ internationalisation. Brazilian clustered 
SMEs are also willing to engage in any activity that may improve their 
international orientation.  
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Chapter 3 - Research Methodology  
Chapter Synopsis  
In Chapter 1, the research questions and objectives of this thesis were presented, while 
the literature review in Chapter 2 explored the relevant theoretical background and the 
three conceptual frameworks underpinning this research: I-Model, networks and 
industrial cluster theory. To address the research questions, a mixed-methods approach 
is adopted in this thesis utilising both quantitative and qualitative studies. This chapter 
begins by outlining the chosen philosophical perspective that guides this research. This 
is followed by a discussion of the overall research design and methodological 
procedures utilised in this thesis. Finally, ethical considerations are detailed. 
 
3.1 Philosophical Perspective  
An essential antecedent to a research project is a detailed explanation of the underlying 
epistemological and ontological positions adopted by the study. While ontology defines 
the structure of reality justified (Lincoln & Guba, 1994), epistemology clarifies “what 
counts as knowledge and how knowledge claims are justified” (Creswell, 2013a). As 
established in Chapter 1, the purpose of this research is twofold. First, an adapted 
innovation diffusion-related model of internationalisation was proposed to be tested. 
Second, the research was targeted at investigating the extent to which international 
exposure derived from the cluster dynamics of network ties and mimetic pressure could 
affect the internationalisation knowledge of these firms and the proposed stages of 
internationalisation. This research’s conceptual model (see Figure 2.4) incorporates 
three underpinning frameworks: the I-Model, networks and the industrial cluster theory. 
Elements of the social exchange theory and the neo-institutional theory are also 
incorporated to these frameworks in order to elucidate the understanding of the 
internationalisation of SMEs. As such, this research aligns with a post positivist 
ontology and the modified objectivist epistemology.  
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Following a deductive approach (Blaikie, 2010), this research’s purpose is to provide an 
explanation for the association between internationalisation and networks of firms 
located within an industrial cluster. Such an approach is appropriate when an 
understanding of the theoretical foundation guides the development of items to be 
examined (Hinkin, 1998). In this case, the theory is presented in deductive arguments that 
are tested and evaluated to see if the proposed relations match the data collected (Blaikie, 
2010). 
 
This post-positivist view acknowledges that “there is a single reality, but we may not be 
able to fully understand what it is or how to get to it because of hidden variables and a 
lack of absolute in nature” (Lincoln, Lynham, & Guba, 2011). Adopting this view allows 
the study of firms being impacted by other co-located firms’ internationalisation 
practices that resulted from intra-cluster dynamics they are engaged in, although the 
phenomenon itself may not be fully understood (Healy & Perry, 2000; Lincoln et al., 
2011). The modified objectivist epistemology has the assumption that although it is not 
possible to attain a full reality, close results can be achieved in an attempt to explain this 
reality (Creswell, 2009, 2013a; Healy & Perry, 2000; Lincoln & Guba, 1994).  
 
According to the identified epistemology and ontology, the theory determines the type 
of data to be collected. Hence, in order to test the hypotheses using a deductive approach, 
the quantitative method approach and the survey instrument is deemed appropriate 
(Healy & Perry, 2000; Lincoln & Guba, 1994; Lincoln et al., 2011) in Study 1. Next, 
Study 2 attempts to explain (Phillips & Burbules, 2000) the results from the quantitative 
study and answer the research questions regarding the effect of intra-cluster international 
exposure in the SMEs. As the objective of this sequential explanatory study is a detailed 
exploration (Creswell, 2003) of the role of the intra-cluster networks and the mimetic 
pressure to which these SMEs are exposed to, Study 2 is also aligned with the post 
positivist ontology and the modified objectivist epistemology (Healy & Perry, 2000). 
 
  
  
81 
3.2 Rationale for a Sequential Explanatory Mixed Method 
Research  
As mentioned in Chapter 1, this research employs a mixed-methods approach in order 
to answer its research questions. It follows a sequential explanatory sequence 
comprising the collection and the analysis of quantitative data followed by the 
collection and analysis of qualitative data (Creswell, 2003, 2013a, 2013b). There are 
various benefits to this approach. First, it is useful to utilise a mixed-methods approach 
when unexpected results emerge from a stream of study that requires further 
clarification (Morse, 1991). Next, the use of a mixed-methods approach is useful in 
clarifying the inherent limitations of utilising only one method, for example, when 
targeted responses for a study is lower than expected. Also, a mixed-methods approach 
allows the triangulation of different data sources in the pursuit of convergent 
validation (Fielding, 2012). 
 
The two sequential stages in this research design are: a quantitative survey phase 
followed by a qualitative case study phase. Creswell (2003) notes four key guidelines 
in the adoption of a mixed-methods as a strategy of inquiry. First, the implementation 
sequence of the quantitative and the qualitative data collection and analysis should be 
clarified. Second, priority should be given to one of the methods. Third, it should be 
decided in advance the stage at which the findings will be integrated. And fourth, 
whether there is an overall theoretical perspective that needs to be incorporated in the 
research design.  
 
Relating to these guidelines, priority is given to the quantitative study due to 
unexpected issues that arose during the conducting of the quantitative study, as 
detailed in the next section. Data integration is presented in the analysis and discussion 
phase of this study (Creswell, 2003; Ivankova et al., 2006), as detailed in Chapter 4 
and Chapter 5. A brief summary of the two studies is presented in the Table 3.1, while 
Figure 3.1 illustrates the complete study and the flow of the procedures. 
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Table 3.1  
Summary of Mixed-Methods Approach Studies 
Study 1 
Quantitative Study 
Survey 
27 respondents 
Study 2 
Qualitative Study 
Case Study 
7 cases 
Source: developed for this study 
 
 
 
 
Figure 3.1. Mixed-methods Design and Sequential Explanatory Procedures 
Source: developed for this study based on Ivankova (2014) 
 
 
3.3 Study 1: Quantitative Study 
 
3.3.1 Rationale for Quantitative Research Method  
In order to address the research questions proposed for this thesis, Study 1 takes a 
quantitative approach (Babbie, 2007). This approach is useful for determining the 
extent to which the phenomenon can be explained in the form of numerical data 
(Zikmund, 2003). Study 1’s objective is aimed at testing the hypothesised 
relationships between variables in order to make predictions. The study is aligned with 
the idea of a mature theory in which there are focused research questions, survey 
instruments with existing constructs and measures that can be used for testing formal 
hypotheses (Edmondson & McManus, 2007). 
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3.3.2 Rationale for Survey Research Method  
Study 1 utilises a primary data gathering method. The selected instrument is an online 
survey consisting mostly of pre-validated measures. Survey research is a widely used 
method due to its advantages in terms of cost and time efficiency when there is a need 
for a large number of respondents (Zikmund, 2003), and as part of a non-experimental 
fixed design, it and can be used for descriptive, explanatory, or emancipatory purposes 
(Robson, 2011). Survey research also allows the testing of relationships among 
variables of interest while ensuring external validity (Judd, Smith, & Kidder, 
1991).The nature of this study is explanatory as the objective is to explain the patterns 
and to identify relations associated with the investigated phenomenon (C. Marshall & 
Rossman, 2011; Robson, 2011).  
 
Self-administered surveys can be distributed via regular mail, email, in person, inserts 
in publications, fax, and the internet (Robson, 2011; Zikmund, 2003) . Electronic 
administered surveys have considerable advantages over paper-based surveys both in 
terms of costs and reachability of respondents (Andrews, Nonnecke, & Preece, 2003). 
In addition, there is the advantage of skipping the data entry stage for analysis as the 
collected data is concurrent to the data collection process (Zikmund, 2003). Finally, 
sending the link to the online survey via email allows respondents to complete the 
questionnaire whenever it is most convenient for them to do so (Best & Krueger, 
2005). 
 
3.3.3 Sampling Plan 
The process of sampling can be described as a selection of a subgroup of individuals 
from a target population that the researcher intends to study for the purpose of making 
some inferences (Babbie, 2007; Creswell, 2013a; Kalleberg, Marsden, Aldrich, & 
Cassell, 1990). The sampling process is comprised of this set of standard procedures. 
The first step involves defining the unit of analysis, the target population and the 
opting of a sampling frame. The next step involves selecting between probabilistic and 
non-probabilistic sampling techniques. And lastly, the optimal sample size for the 
study is determined and the respondent units are selected (Malhotra, Hall, Shaw, & 
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Oppenheim, 2006). In addition to the traditional sampling procedures, an overview on 
the context of the respondents can also be included. 
 
Unit of Analysis 
The unit of analysis of a research study can be defined as the element (what or who) 
that provides the data for analysis (Zikmund, Babin, Carr, & Griffin, 2012). The unit 
of analysis defined for this study is the firm. However, it should be noted that this 
research is aimed at investigating the internationalisation experience and perception 
of the key decision-makers from the participating firms, all of which are small-medium 
sized enterprises (SMEs). As noted in the literature, it is understood that for SMEs, it 
is usually either the CEO or a very small number of managers who are directly 
responsible for an internationalisation decision (Hutchinson et al., 2006). As such, 
even though the unit of analysis is stated as the firm, the research is conducted by 
focusing on the key decision-makers of participating firms as respondents in both the 
quantitative and qualitative studies.  
  
Target Population 
The target population of a study is the group of elements which is investigated by the 
researcher from which inferences are made (Malhotra et al., 2006). An appropriate 
selection of a target population is vital in increasing the reliability and generalisability 
of a study (Black, 1999). As mentioned previously, this study investigates firms that 
are located within industrial clusters in order to address the research questions. Among 
all the industrial clusters located in the world, the cluster of intimate fashion in Nova 
Friburgo/Rio de Janeiro (RJ) was chosen for several reasons. First, the decision is 
aligned with the rising economic importance of the BRIC countries (Brazil, Russia, 
India, China) in the recent years. The forecasted growth of these economies (H. F. 
Cheng, Gutierrez, Mahajan, Shachmurove, & Shahrokhi, 2007; World Bank, 2015) 
poses a strong justification for better understanding regarding how these firms may 
perceive internationalisation. Second, firms in developing countries may differ in 
terms of their assets and resources in comparison with firms from the developed 
countries (Cuervo-Cazurra, 2007). In addition to the typical resource constraints of 
smaller firms, firms originating from emerging economies tend to experience 
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underdevelopment in terms of support from their home country institutions, which 
consequently, may result in a lower level of competitiveness (Aulakh, Rotate, & 
Teegen, 2000; Cuervo-Cazurra, 2007; Khanna & Yafeh, 2007). This “location 
disadvantage” (Cuervo-Cazurra, 2007, p. 259) only heightens the importance of the 
managerial role in guiding a company towards internationalisation, which is the focus 
of this research. Third, the size of the Nova Friburgo industrial cluster is also critical 
for the decision as it is estimated that there are around 1,000 firms (among 
manufacturing plants, retail stores and wholesale stores) co-located and working in the 
intimate fashion industry (Governo do Rio de Janeiro, 2015). This strategy is aligned 
with the need for a larger sample when the objective is to utilise multivariate analysis 
techniques in data analysis (Malhotra et al., 2006) and when achieving a high response 
rates is arduous (Baruch & Holtom, 2008). Finally, the researcher’s nationality also 
played an important role in the industrial cluster choice. As a native from Brazil, the 
presence of networking partners and the potential for this research to contribute to 
positive policy development have also been important in influencing this decision.  
 
This study adopts the definition of firm size as set by the Organisation for Economic 
Co-operation and Development (OECD), with firms being defined as SMEs if they 
employ less than 250 employees (OECD, 2005). As the purpose of this research is 
aimed at examining the impact of the cluster dynamics in the internationalisation of 
the SMEs, consideration is given to both internationalised and non-internationalised 
firms. As such, the sample includes both types of firms to provide a better 
understanding on the impact of cluster dynamics on these firms’ internationalisation.  
 
 
Sampling Frame  
A sampling frame is a list of representative elements of the target population 
(Zikmund, 2003). The sampling frame for this study is the associates’ base of a 
supporting institution located within the industrial cluster of Nova Friburgo/RJ. A 
main criterion for this study is that the representatives of firms in the sample should 
have access to the internet and have an email address (McDonald & Adam, 2003) in 
order to satisfy the requirements of this study’s chosen technique: web-based survey. 
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The survey was distributed among the 254 associate firms of SINDVEST database 
(SINDVEST, 2015).  
 
This strategy also limits the possibility of sampling error in this study. Sampling frame 
errors are derived both from the exclusion of some elements of the population, and 
from the inclusion of extraneous elements of the population into the study (Winship 
& Mare, 1992). To ensure that firms that are not part of the selected industrial cluster 
are not surveyed by error, only firms within the sampling frame were sent the survey 
hyperlink.  
 
Context 
A brief overview of the context of the industrial cluster in which the SMEs are located 
is provided below. Chad Perry (2008) argued against presenting the research context 
in Chapter 2 (Literature Review) if the study is not context-dependant. This research 
is not context dependant. However, the study examined firms located outside of 
Australia, i.e., in a different country than the place where the research course was 
undertaken. As such, it is deemed appropriate to present the research’s context in this 
methodology chapter to assist the reader in following the thesis development. 
 
SMEs in Brazil 
In Brazil, a firm qualifies as a SME if it fulfils two criteria according to Lei 123/06 
(Micro and Small Business General Law). First, the company’s gross revenue must 
not exceed a turnover of R$ 3.600.000,00 (roughly equivalent to US$900,000 in 
Feb/2016) per anuum (SEBRAE-SC, 2015). Second, a company’s size is further 
categorised according to the number of employees and nature of activities. For general 
businesses, the categories are micro (up to 19 employees), small (between 20 and 99 
employees), and medium (between 100 and 499 employees), while for 
commercialisation of products and services businesses, the categories are micro (up to 
9 employees), small (between 10 to 49 employees), medium (between 50 to 99 
employees) (SEBRAE-SC, 2015). 
 
According to SEBRAE (SEBRAE-SP, 2015), there are approximately 6.4 million of 
companies in Brazil among which 99% are classified as SMEs. These SMEs account 
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for 52% of formal employment within the private sector of the country. Also, these 
SMEs are responsible for 27% of the country’s GDP (SEBRAE, 2015). These statistics 
highlight the importance of these firms in relation to Brazil’s economic growth and 
development.  
 
The most recent official study on Brazilian SMEs exports was published in 2012 
(Portal Brasil, 2015). According to this study conducted by SEBRAE and FUNCEX, 
11,858 SMEs have exported more than US$2 billion in 2010 which represented a 
growth of 7.6% in the export values compared to the previous year. The main exported 
products were shoes, precious stones, clothing, vehicles and furniture parts, marble 
and granite works (Portal Brasil, 2015). Approximately 23% of these exports were 
destined for other Latin-American countries in 2010 (Portal Brasil, 2015).  
 
For SMEs, exporting is recognised as an important activity that promotes sales 
expansion and market diversification while heightening a firm’s innovation and 
competitiveness. For Brazilian SMEs, these benefits are highly valued against 
activities that are more labour-intensive in nature.  
  
Nova Friburgo Cluster 
The industrial cluster of Nova Friburgo encompasses 6 cities (Nova Friburgo, Bom 
Jardim, Duas Barras, Cordeiro, Macuco and Cantagalo) and is located in the mountain 
regions of north-central area of Rio de Janeiro/Brazil (Ministerio do Desenvolvimento, 
2007). This naturally created industrial cluster had its beginning in 1968 when a big 
intimate fashion company established in Nova Friburgo. Around 1982, during the 
economic crisis in Brazil, an estimated 600 seamstresses lost their jobs and founded 
several small firms around the region (Conselho da Moda, 2004).  
 
Besides the lingerie industry, there are various supporting industries and businesses 
such as food retailers, hotels, and parking facilities, and leisure activities such as 
festivals and night entertainment.  
 
For some time, it was popular in Brazil to have retailers visiting neighbourhoods to 
offer clothes for sale directly. This was one of the places where these clothes were 
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originally supplied. SEBRAE, one of the important institutions located within the 
cluster, presents data from the Industry Federation in Rio de Janeiro (FIRJAN) and 
notes that for the lingerie sector, around 70% of the state production is commercialised 
by these retailers (SEBRAE, 2013a). They are called ‘sacoleiras’ in Portuguese as a 
reference for the heavy bags these women carried. The ease of saving money on 
transport has been their main selling point. Because these resellers were frequent 
customers of those supplying stores, they had the opportunity to pay in pre-dated 
cheques. Until about 10 years ago, majority of those stores only accepted payments in 
cash. As profit margins were very low, they could not afford the credit card and debit 
card fees. 
 
Today, it is estimated that the number of firms in the industrial cluster related to the 
intimate fashion industry is above 600, and these firms are responsible for an estimated 
31,000 jobs in the region (ABIT Textil & Confeccoes, 2015). Besides this, several 
supporting institutions (among private and governmental ones) have acted very closely 
to the firms within this cluster. Assistance and supporting activities provided by these 
institutions include organizational support (SINDVEST and FIRJAN), innovation 
(SENAI and UERJ), capacity building (SEBRAE, SENAI, UERJ and ABIT), credit 
(Banco do Brasil, BNDES, Invest-Rio), Govern ( Ministry of Development and 
Foreign Trade, State Govern, Correios, city councils of the region).  
 
Annually, the cluster would hold a winter exposition, Fevest – Fair for Lingerie, 
Beachwear, Fitness and Inputs in Nova Friburgo which has become very popular in 
fostering businesses for the firms. In 2013, the amount negotiated during the 
exposition reached a total of R$45 million Reais ( roughly equivalent to AU$ 18 
million). In 2015, the exposition was held between the 2nd and 4th of August.  
 
Sample Size 
Deciding a study’s sample size requires the consideration of a number of important 
factors (Malhotra et al., 2006). These are detailed in Table 3.2. 
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Table 3.2 
Sample Size Determinants 
Factors Description Application to this study 
Nature of 
the research 
The research design also 
impacts in the sample size.  
Explanatory studies such as this 
study require rather larger sample 
size than exploratory and descriptive 
studies. 
Number of 
variables 
The larger the number of 
variables, the larger the 
sample required. 
The proposed measure model 
contains 4 predictor variables, 
wherein 3 of them are latent 
constructs, plus 4 dependant 
variables. A study requires a 
minimum of 5 times the number of 
the analysed variables and that 
ideally the sample size should have 
a ten to one ratio (Hair, Black, 
Babin, & Anderson, 2010).  
Nature of 
the analysis 
When multivariate 
techniques are used, a larger 
sample is required. 
In accordance with the research 
analysis technique employed, 
Structural Equation Modeling, it is 
advisable to have 5 responses to 
each assessed parameter. The 
estimated number of parameters is 
28 and therefore 140 responses 
would be enough to run the model. 
However, it is necessary to have at 
least 200 responses to run a SEM 
model (Hair et al., 2010). 
Sample size 
used in 
similar 
studies 
The average sample used in 
similar studies should shed 
light on the sample size 
required. 
The majority of the sample sizes in 
IB studies are above 100 (Zou & 
Stan, 1998). 
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Factors Description Application to this study 
Completion 
rates 
Completion rates refer to the 
number of completed 
surveys in similar studies. 
Response rates in exports-related 
studies are on average above 30% 
which is considered a high response 
compared to other organisation 
studies (Sousa, 2004). 
Resource 
constraints 
Money and time limit the 
sample size in any research 
project 
Resource constraints are factors 
intrinsic to almost all research 
studies.  
Source: developed from this study based on (Malhotra et al., 2006) 
 
Sample size is an important aspect in determining the statistical power of the results 
of a study. Hair, Black, Babin and Anderson (2010) posit that the ideal sample should 
be of at least 100 respondents. Based on Hair et al.’s (2010) assumption, and the 
potential for low response rates in relation to the use of web-administered survey (Shih 
& Fan, 2008), it was determined that the number of firms in the available database, 
254 firms, was statistically sound and within the budget and time constraints.  
 
Sampling Technique 
Malhotra (2006) and Zikmund, Babin, Carr and Griffin (2010) identify six main 
approaches to sampling. Among the probabilistic alternatives are the ones which rely 
on the judgement of the researcher, which are the simple random and the stratified 
sampling methods. While among the non-probabilistic options are the ones in which 
there are equal chances of selection inside the target population, which are the 
convenience, judgemental or purposive, snowball, and quota sampling methods. For 
the purpose of this study, the purposive sampling approach was undertaken.  
 
The purposive sampling approach has a number of advantages to the researcher such 
as ensuring that all members of the sample have the necessary characteristics for the 
study (Zikmund et al., 2010). For this research, purposive sampling allows the sample 
requirements of this study to be adhere, such as, the inclusion of only firms that are 
members of the selected cluster, and ensuring that these firms are all SMEs for the 
purpose of addressing the research questions. Furthermore, purposive sample is useful 
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for online environments in which “subsets within the larger population of web users 
can be identified and solicited through announcements and connecting links that are 
posted on key online sites and topic-related discussion groups (Bimber, 1996; Johnson 
& Kaye, 1998)” (Kaye & Johnson, 1999, p. 326). 
 
 
Sampling techniques that are utilised for online surveys have been discussed by a 
number of researchers (Andrews et al., 2003; Couper, 2000). These include techniques 
such as intercept, list-based, mixed-mode, pre-recruited panels, probability samples of 
full population, self-selection and volunteer panels. The chosen technique for this 
study is the list-based sampling method. According to this technique “everyone on a 
list is sent an invitation to increase coverage” (Andrews et al., 2003, p. 190). This way, 
all the associated members of SINDVEST would receive an invitation to participate 
in the survey. 
 
Overcoming Survey fatigue 
Survey fatigue has been a common explanation for increasing non response rates (S. 
R. Porter, Whitcomb, & Weitzer, 2004). This fatigue arises mainly because of a 
sample’s “overexposure to the survey process” (Steeh, 1981) or due to the possibility 
of being over-surveyed within a time period (Baruch & Holtom, 2008; Weiner & 
Dalessio, 2006). Non response rates were also found to be higher at the organisational 
level than at the general public level (Baruch & Holtom, 2008; Cycyota & Harrison, 
2002). 
 
While some researchers have stated that incentives or rewards may increase response 
rate (Rose, Sidle, & Griffith, 2007; Yu & Cooper, 1983), others have reported these 
as having limited impact (Cycyota & Harrison, 2002). In order to overcome survey 
fatigue and increase the response rate of this survey, a series of steps were taken. First, 
support from the industry was sought. The local business association SINDVEST was 
approached and they agreed to support this research by forwarding the survey web 
link for their associates. Second, a lucky draw of a gift voucher valued at R$200 of a 
popular department store in Brazil, Lojas Americanas, was held among respondents. 
The decision of the amount of the incentive followed ethical guidelines, which was 
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aimed at not distorting the purpose of the research such that respondents participated 
just because of the prize. The amount is roughly equivalent to half the price of a non-
trending tablet at the referred store. Third, both the class association and the 
respondents were offered a summary of the results of the study. This strategy is aligned 
with the possibility of the contribution of this study to policy makers. Regretfully, 
these measures did not assist in receiving a usable number of responses. 
 
3.3.4 Questionnaire Design 
In order to determine the essential information and sources of data to be included in 
the questionnaire, and to develop the measures to be used, constructs were drawn from 
the literature based on an item analysis. Primarily, Likert-type scales were compiled 
from the literature and adapted for this research as these types of scales are noted as 
reliable for surveys (Churchill Jr & Peter, 1984).  
 
The survey contains 25 questions and is presented in 5 parts. It includes demographic 
measures of the firms as well as construct measures. Part 1 contains demographic 
questions relating to the responding firm. Part 2 includes questions that assess the 
internationalisation experience of the participating company. Part 3 includes questions 
relating to the networks of the participating firm and the perception of the mimetic 
pressure within the cluster area. Part 4 encompasses internationalisation knowledge 
questions for the top management team. And, finally, Part 5 requests for demographic 
data from the respondents. The questionnaire can be found in Appendix 4 and the full 
explanation of constructs measured, type of questions, conceptual 
definition/operational definition, rationale/original source, level of measurement and 
data range can be found in Appendix 5. 
 
3.3.4.1 Measures  
Using well-developed measures is vital in the data collection process (Hair et al., 
2010). Well-constructed measures with high levels of reliability and validity makes 
data analysis more accurate and less arduous (Robson, 2011). The constructs measured 
within this study are international exposure and firms’ internationalisation according 
to elaborated forms of operationalisation that will be presented below. In order to keep 
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errors to a minimum, items from validated scales previously developed and tested in 
peer-reviewed publications were used within this study as shown in Table 3.3. Items 
from the scale were adapted to better tailor the context of the study and the adaptations 
can be found in Appendix 2. Demographic and construct measures used within this 
research are discussed in the following sections. 
 
Table 3.3 
Measures, Sources and Cronbach’s Alpha Coefficients 
Proposed constructs 
Original 
Cronbach’s 
Alpha 
Origin of scale 
Innovation-related stages of 
Internationalisation 
Above 0.7 (Wickramasekera & 
Oczkowski, 2006) 
Mimetic Pressure 0.687 (Li & Ding, 2013) 
Internationalisation Knowledge 0.89 (Pedersen et al., 2003) 
Source: developed for this study 
 
The use of the Cronbach’s Alpha coefficient is well recognised in the research 
literature for assessing the internal consistency of  measurement scales (Zikmund, 
2003). As seen in Table 3.3, all of the original scales were above the usual minimum 
coefficient value of 0.6 (Malhotra et al., 2006).  
  
3.3.4.1.1 Demographic Measures 
Participants were asked to fill in some ‘about you’ and ‘about the firm’ questions in 
the survey. The purpose of these questions was to gather demographic information 
such as the participants’ age, gender, and the nature of the firm’s activity. One question 
about the internationalisation scope of the firm was also included to identify the most 
frequent country-destination of the firms. A summary of these questions can be found 
in Table 3.4. 
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Table 3.4  
Demographic Questions 
Questions 
Q2 Are you a subsidiary of another company? 
Q3 Is your company able to function autonomously from your parent company? 
Q5 What is the core business of your firm? 
Q9 Please, indicate to which country (countries) has your firm exported? If your 
company has not exported yet, check the No exports option. 
Q16 Please indicate your age  
Q17 Please indicate your gender 
 
Firm’s Autonomy 
In Part 1 of the survey, questions 2 and 3, ask respondents about the independence of 
the firm. The first question inquires if the firm is a subsidiary of another company. In 
the affirmative case, the next question requests information on the possibility of 
functioning autonomously. These questions are important to assess whether the firms 
that responded to the survey are classified as SMEs or not. The widely used criteria to 
classify SMES in this aspect follows the European commission recommendation 
(European Commission, 2003) that these firms function independently, i.e., that these 
firms have a maximum of 25% of investment by one or more members outside the 
company (Hillary, 2000; Loecher, 2000). It is therefore accepted that firms within this 
threshold are consequently considered independent and characterised as SMEs. Firms 
that are not able to function autonomously are disregarded in this study.  
 
Measure: Internationalisation Scope 
The internationalisation scope question, number 9, asks about the countries to which 
the company has exported before. Although this question is supposed to be answered 
only by respondents who responded ‘Yes’ to question 6 (“Does your company derive 
any income from exports?), no logic was applied on the online questionnaire to hide 
it if the answer was no. The reason for this procedure is to back-up question 6 and 
assure no misunderstanding of the “export” meaning. This concept can be easily 
misjudged by less-experienced managers as they may associate exports to big and 
formalised shipping to overseas countries. 
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The countries checked by the respondents will appear on question 10 in which they 
are asked to rank the order of export development. This ranking information is very 
useful in assessing whether these firms behave according to the psychic distance 
concept that permeates the stages model of internationalisation. A summary of these 
findings will be presented in Chapter 4. 
 
3.3.4.1.2 Construct Measures  
 
3.3.4.1.2.1 Dependent Variables 
Dependent variables are the outcomes that can be explained by other variables in a 
study (Zikmund et al., 2012). The outcome of interest in this research is 
internationalisation. Therefore, this analysis is comprised of five dependent variables 
that are further explained in the following sections.  
 
Construct: Firms’ Internationalisation 
Internationalisation is a latent construct that cannot be directly measured but rather 
observed through different indicators (Olejnik & Swoboda, 2012). Following calls for 
a multi-item measure of internationalisation (Kuivalainen et al., 2012; Olejnik & 
Swoboda, 2012; Sullivan, 1994), this research will adopt two criteria for assessing 
firms’ internationalisation: export intensity and the stages of internationalisation in 
which the firms are in. The first measure helps capture the importance of exports to 
the firms’ revenue. The second measure adds to this evaluation as it accounts for the 
firm’s perception on the process of internationalisation and will assign each company 
to a development stage towards exporting.  
 
These internationalisation-related questions are all backed-up by subsequent questions 
with no hiding logic applied to them. Following the system explained in the 
‘internationalisation scope’ items, questions number 7, 8 and 9 are presented to all 
respondents even if they reported no previous exports. The reason for this procedure 
is to ensure further rigour in investigating whether the companies have exported 
previously. In case of inconsistencies in the responses and if the respondents have 
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provided contact details in question 24 (consent to be contacted and provide details), 
the firms will be contacted with the purpose of clarification. 
 
Measure: Export Intensity 
Export Intensity is the most common indicator found in the literature to gauge the 
export performance of the firms (Katsikeas, Leonidou, & Morgan, 2000; Sousa, 2004; 
Zou & Stan, 1998). The measure is not flawless though as it may present firms as very 
large exporters when they have gone through a new product launching and 
experiencing high sales at a particular period of time (McGuinnes & Little, 1981). 
However, it is still largely used in empirical research of internationalisation 
(Fernández-Mesa & Alegre, 2015; Majocchi, Bacchiocchi, & Mayrhofer, 2005). 
Export Intensity is expressed by the ratio of exports to total sales of the firm 
(Fernández-Mesa & Alegre, 2015). Respondents were then asked in questions 7 and 8 
the year in which the firm started exporting and the percentage of export in the total 
sales of the company. 
 
Measure: Innovation-related stages of internationalisation 
The firms’ stages of internationalisation were assessed by following the proposed 
model developed for this study as can be seen in Section 2.3.1.4. Operationalisation 
was made treating each stage a separate dependant variable. The scale followed 
Wickramasekera and Oczkowski’s (2006) scale with adaptations to account for the 
Experimental stage of internationalisation developed for this study. The applicability 
of the innovation adoption theoretical framework has already been recognised in the 
literature (Da Rocha et al., 2009; Wickramasekera & Oczkowski, 2006). The scale 
tried to capture the firms’ perception on their export development. The four stages will 
be assessed in a 12-item, 5-point Likert scale. In order to ensure rigour and control for 
acquiescence bias, the second item of the scale was presented in its negative form 
(refer to Section 3.7 for further details) and will be reverse-scored at the data-analysis 
stage of this research. 
 
3.3.4.1.2.2 Independent Variables 
Independent variables are the presumed causes that influence a dependent variable 
(Hair et al., 2010; Zikmund et al., 2012). The two independent variables in this 
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research are derived from the dynamics in which firms co-located within a cluster are 
expected to be exposed to. The constructs International Exposure from Network Ties 
and International Exposure from Mimetic Pressure are further explained in the 
following sections. 
 
Measure: International exposure from network ties 
International exposure from network ties was operationalised by assessing the firm’s 
domestic network ties within the cluster area. The construct was measured according 
to the size of the network and the frequency of interaction with the contacts. No attempt 
to distinguish between inter-firm network ties and inter-personal network ties were 
made because they both can be formally or informally settled and it would be difficult 
for respondents to establish this difference in terms of number and frequency of 
interaction only. The rationale for assessing the extent of the exposure from domestic 
network ties is aligned with the belief that networks between persons in the same 
industry are established as a result of inter-personal relations (Brown & Hendry, 1997; 
Inkpen & Tsang, 2005; Paniccia, 1998).  
 
Network size is a widely accepted measure as it is recognised to affect companies’ 
performance (Stam, Arzlanian, & Elfring, 2014). Two main approaches are used in 
the literature to assess network size; tie-based measures and networking scales. The 
first approach involves the use of a name generator approach or a position generator 
approach to obtain the total number of relations of the entrepreneur (Batjargal, 2003). 
The second approach measures the managers’ extensive ties in a particular setting 
“without capturing distinct relationships with individual persons or organisations” 
(Stam et al., 2014, p. 10). Despite the limitation of not gauging the strength of the 
relations of the firm, the second approach was identified to be the most appropriate for 
this research. The main reason for following this approach is to attempt capturing both 
formal and informal intra-cluster relations. Therefore, respondents were asked the 
number of individuals external to the firm, but inside the cluster, with whom they have 
had relations/meetings of any nature and discussed foreign trade 
information/opportunities. 
 
Two streams of studies are associated with the measuring of frequency of interactions 
among network ties. The first stream assesses the emotional closeness and strength of 
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the ties following the Granovetter argument (Granovetter, 1973). According to this 
argument, infrequent interactions among network partners characterise the ties as 
weak ties and these weak ties are considered to be well-endowed with new information 
for the firm (McEvily & Zaheer, 1999). The second stream associates the frequency 
of interactions with the amount of new information available and potential benefit by 
the firm. Studies found that, for small firms, frequency of communication of the 
manager with his network partners has a strong and positive effect on venture growth 
(D. Y. Lee & Tsang, 2001; Ostgaard & Birley, 1996; West & Noel, 2009). This study 
is aligned with the second conceptualisation and argues that increased amount of 
interactions raise awareness of opportunities for the firm. Therefore, firms were asked 
about the frequency of interactions with these contacts. 
 
In order to capture the ‘international exposure from network ties’ construct, it was 
measured as a composite of network size, network frequency: 
IE_NT= (NTsize *NTfrequency) 
 
Measure: International exposure from Mimetic Pressure 
International exposure from mimetic pressure was operationalised by measuring the 
mimetic pressure of internationalisation suffered by the firm within the cluster. 
Mimetic pressure was operationalised following Li and Ding’s (2013) three-item scale 
which tries to gauge the impact of the following three dimensions on the firm’s 
perception. The dimensions are 1) competitors that are adopting internationalisation 
increasingly, 2) competitors that have adopted internationalisation and are perceived 
to have had great benefits; and 3) perceptions by same-industry players about 
competitors who have adopted internationalisation. The wording of the statements was 
adapted to stress the exposure to the pressure by means of “I am aware”. Slight 
adaptations to the wording were made in order to tailor the statements for the context 
of internationalisation. Also, in order to ensure rigour to the research and avoid 
acquiescence bias, the third item was expressed in its negative form and will be 
reverse-scored in the analysis stage (refer to Section 3.3.6 for further details). 
 
Measure: Internationalisation Knowledge 
Internationalisation Knowledge was operationalised by assessing the amount of pure 
knowledge on internationalisation possessed by the firms. In order to capture the three 
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dimensions of internationalisation knowledge conceptualised by Eriksson, Johanson, 
Majkard and Sharma (1997) the scale developed and tested by Pedersen, Petersen and 
Sharma (2003) was adapted and can be found in Appendix 2. The three dimensions 
are 1) institutional knowledge of the host country, 2) knowledge on counterparts in the 
host country and 3) organisational knowledge on managing foreign operations. The 
adapted scale comprises 16 items measured in a 7-poin Likert scale to gauge the actual 
internationalisation knowledge of the firms. Five items were discarded from the scale. 
The first three items were left out because they assessed the knowledge about human 
resources overseas, financing overseas, and overseas infrastructure which goes beyond 
the scope of this research. Two items looked at domestic customers and suppliers 
which is already assumed for these companies and were discarded as well.  
 
3.3.4.1.2.3 Control Variables 
Several control variables that prior empirical research have found to significantly 
influence SME internationalisation are employed in this study. Control variables can 
be considered a special type of independent variable. The importance of measuring 
these control variables in a quantitative study happens because they can influence the 
outcome variables (Creswell, 2003). First, the control for firm size, firm-age was 
applied. Second, manager’s international orientation (IO) was used encompassing 
manager’s education background, manager’s previous experience in foreign trade, 
manager’s living overseas, manager’s birth overseas and manager’s training in foreign 
trade/international business/exports. 
 
Firm-related control variables 
Size of the firm was inquired in question 4 in order to assess the number of employees full-
time-equivalent of each respondent-firm. For the purpose of this research, the 
classification of SMEs will follow the OECD and the European Commission definition of 
firms with 250 employees or less to be eligible for taking part in the study (European 
Commission, 2003; OECD, 2005). Data showing that the firms are above this threshold 
will be then disregarded.  
 
Firm age was measured in accordance to years of the firm’s establishment. This is a well-
recognised measure in the literature and will doubly enrich the analysis. Firstly, it will 
enlighten the evaluation of the internationalisation knowledge of the firm (Casillas et al., 
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2015). Secondly, it allows for the possibility to assess the presence of the born global 
phenomenon in the sample of the study (refer to Section 2.2.3 for more information on 
Born Global firms). 
 
Manager-related control variables 
These questions relate to the managers/owners of the firm as derived from the 
International Orientation concept. According to this concept, the main argument is that 
simply being aware of overseas markets opportunities for the firm is not enough to prompt 
firms to engage in exports (Leonidou, Katsikeas, & Piercy, 1998). Besides this, it has also 
been identified that the stage of internationalisation most influenced by the international 
orientation of the managers is exports initiation (Leonidou et al., 1998). In summary, 
gauging the opportunities is highly dependable on the managers’ perception of 
internationalisation in terms of feasibility strategy for the firm. 
 
The most important dimension of International orientation for this research is related to 
the objective characteristics of the decision-maker (Holzmüller & Kasper, 1991; 
Holzmüller & Stöttinger, 1996) and encompass the following aspects: ability to speak 
other languages (Czinkota & Ursic, 1991; Das, 1994), Age (Dichtl, Koeglmayr, & 
Mueller, 1990), foreign travel (Da Rocha, Christensen, & Eduardo da Cunha, 1990), living 
overseas (Reid, 1983), educational background (Axinn, 1988; Leonidou et al., 1998; 
Louter, Ouwerkerk, & Bakker, 1991), past professional experience in exporting (Axinn, 
1988; Czinkota & Ursic, 1991; Das, 1994; Leonidou et al., 1998), training in international 
business (De Luz, 1993; A. C. Koh, 1991), foreign nationality (Holzmüller & Kasper, 
1991), training in export management (Das, 1994). It is also evident that managers with 
overseas work experience may draw upon their personal contacts in foreign markets to 
facilitate their firms’ export entry (Axinn, 1988; Mayer & Flynn, 1973; Simmonds & 
Smith, 1968). Therefore, these management team characteristics will be controlled in the 
analysis of the data to assess the extent to which international exposure may impact on the 
international knowledge and the internationalisation of the assessed firms. 
 
3.3.4.2 Translation of Research Instrument 
The structured questionnaire was first developed in English and then translated into 
Portuguese for a better understanding by the Brazilian exporters. Four alternatives for 
translation of research instruments were identified by McGorry (2000): 1) one way 
translation (direct translation), 2) double translation (back translation), 3) translation 
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by committee and 4) decentering. Back translation has been recognised as one of the 
most adequate translation process (Brislin, 1970). This research adopts a back 
translation procedure to translate the questionnaire after the initial direct translation 
phase. First, the original English questionnaire was translated into Portuguese by the 
researcher who is a native speaker of the language. Then, the Portuguese survey-
instrument was checked and translated into English by one of the university’s 
academic who is bilingual without comparison to the previous English version. The 
back-translated version was then compared with the original version to check the 
equivalence of the meaning of the items before and after the translations. Except for 
some minor differences in wording, no major change in meaning of the items was 
found. Thus, the two versions of the questionnaires were considered equivalent. 
 
3.3.5 Establishing Reliability and Validity  
An assessment of the reliability and validity of the constructs was conducted to 
minimise measurement error. Measurement error is “the variation between the 
information sought by the researcher and the information generated by the 
measurement process employed” (Malhotra et al., 2006, p. 343). Reducing 
measurement error is paramount in avoiding the misrepresentation of the observed 
values (Hair et al., 2010). 
 
Reliability 
Reliability is defined as “the extent to which a scale produces consistent results if 
repeated measurements are made” (Malhotra et al., 2006, p. 341). It can be said that 
the variable is consistent with the construct that is being measured and represents its 
true value (Hair et al., 2010). Among the three prevalent approaches to assess 
reliability, test-retest, alternative-forms and internal consistency (Malhotra et al., 
2006), the internal consistency method was used in this research. In order to test for 
internal consistency of the scales, the Cronbach (1951) coefficient alpha was 
examined. This strategy is in line with Churchill’s (1979, p. 68) recommendation that 
the coefficient alpha “should be the first measure one calculates to assess the quality 
of the instrument”.  
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Validity 
Validity is defined as the “the extent to which a measure represents what it is supposed 
to” (Hair et al., 2010, p. 7). Ensuring validity goes beyond accuracy in understanding 
the represented constructs (Hair et al., 2010). This research assesses the three prevalent 
types of validity: content validity, criterion validity and construct validity (Malhotra 
et al., 2006). 
 
Content validity, also referred to as face validity, represents the extent to which the 
items in the survey scales match their conceptual definition (Hair et al., 2010). 
Malhotra (2006) advises that this evaluation can be subjective but states the need of a 
systematic evaluation of the content represented by the scale. The survey instrument 
used in this research was tested for content validity by means of a panel of experts 
(Rubio, Berg-Weger, Tebb, Lee, & Rauch, 2003). This group of people was able to 
give feedback on the proposed scales according to the research question and briefing 
provided. Adaptations were made and a summarised Table is presented in Appendix 
6. 
 
Criterion validity is related to the correct prediction of the measure (items in one scale) 
in relation other variables (Malhotra et al., 2006). Lee and Lings (2008) advise that 
this method is rather empirical than theoretical. This assessment was also possible by 
means of feedback from the panel of experts. 
 
Construct validity “addresses the fact the question of what construct or characteristic 
the scale is measuring” (Malhotra et al., 2006, p. 346). Construct validity was tested 
by the use of factor analysis (Thompson & Daniel, 1996). Hair et al. (2010) identify 
four components of construct validity to be assessed: convergent, discriminant, 
nomological and face validity.  
 
Convergent validity refers to “the extent to which different measures that are designed 
to tap the same construct correlate with each other” (Cunningham, Preacher, & Banaji, 
2001, p. 164). Discriminant validity assesses if a measure correlates correlate with 
other constructs from which they are supposed to differ (Malhotra et al., 2006). In 
addition to that, to ensure discriminant validity it is also expected that the measured 
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items represent only one latent construct (Hair et al., 2010). Nomological validity is 
defined as the extent to which the measured items are consistently related to other 
constructs in the study (Malhotra et al., 2006). Face validity is a rather subjective 
method of assessing validity; it refers to the content or meaning of the items in a scale 
(Hair et al., 2010). Face validity was also tested by using the panel of experts about 
the content of some dubious items following the relative technique as suggested by 
Nevo (1985). Some items were discarded and some were rephrased after that stage. 
 
3.3.6 Common Method Bias 
Method bias is one potential source of error that may occur within a survey that 
impacts on a study’s validity (Podsakoff, MacKenzie, & Podsakoff, 2012). Common 
method biases refer to variance derived from the method rather than from the 
constructs represented by the measures and scales (Podsakoff, MacKenzie, Lee, & 
Podsakoff, 2003). Both the sources of method bias and procedures to control them 
vary in the literature (refer to (Podsakoff et al., 2012) for an updated review). In the 
next sections the potential sources of common method bias that are most likely to 
affect this survey and the procedures to ensure rigour are discussed. 
 
Self-selection  
Self-selection bias occurs because respondents who feel strongly interested on the 
subject of the study are more likely to participate than others who do not feel strongly 
about the topic (Zikmund et al., 2012). Therefore, there is a higher probability of 
receiving more responses from firms that have already internationalised or whose 
management team is willing to engage in foreign trade. In order to minimise that, firms 
who did not engage in the internationalisation were also encouraged to respond to the 
questionnaire. 
 
Non-response Bias 
Non-response bias derives from “the statistical difference between a survey that 
includes only those who responded and a perfect survey that would also include those 
who failed to respond” (Zikmund et al., 2012, p. 189). The non-response of people 
who do not receive the survey or refuse to cooperate can actively bias a survey. In 
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order to minimise this error, the survey-link will be forwarded by one class association 
active within the industrial cluster of the firms. 
 
Acquiescence Bias 
Acquiescence bias is related to the tendency of respondents to agree with most of the 
statements they are asked about in a survey (Podsakoff et al., 2003; Zikmund et al., 
2012). This agreement or disagreement with most of the questions can pottentially bias 
the results of the survey (Podsakoff et al., 2003). In ordet to control for this type of 
bias, two items from likert-type questions in the survey were presented in their reverse 
form in order to refrain the respondent from their automatic behaviour when answering 
those questions (Podsakoff et al., 2003) . These questions were presented in the 
negative form (refer to Appendix 4, question 11, item 2; and question 14, item 3) to 
make the respondents stop and think through the question. These responses will be 
reverse-scored during the analysis of results. 
 
3.3.7 Timeline  
The most commonly used time dimensions in non-experimental quantitative research 
include cross-sectional, longitudinal and retrospective design (Robson, 2011). This 
study employs a cross-sectional approach whereby measures are taken at a single point 
in time (Zikmund et al., 2010). Longitudinal designs, in which data is collected at more 
than one point in time, are complex to implement and require an increased amount of 
financial resources (Robson, 2011). As time and finances are limited for this research 
project, a cross-sectional design was deemed the most suitable approach for this 
research.  
 
3.3.8 Survey Pre-testing  
Before releasing the survey online, the questionnaire was piloted, which is “crucial to 
achieving research goals” (Andrews et al., 2003, p. 199). The format and structure of 
questionnaires should be piloted to minimise problems related to instruction and 
design that could lead to misunderstandings and fatigue (Zikmund, 2003). There are 
two main recognised ways of pre-testing a survey namely: the review of the 
questionnaire by a panel of experts and a trial with representatives of the population 
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(Zikmund, 2003). This research adopted the panel of experts procedure in order to 
ensure rigour in the study. 
 
The questionnaire in this study was evaluated by four academics from the international 
business discipline, one academic from the management discipline and one 
experienced practitioner within the foreign trade area. The piloting aimed at testing 
the survey and determining its relevance to the research question and alignment to the 
respondents. The questionnaire was especially evaluated in terms of content validity, 
face validity (further information in Section 3.10), readability, and ease of 
understanding, question wording, and time to complete the survey. The knowledge of 
the academics was paramount to ensure the appropriateness of the instrument in 
assessing the proposed constructs. The knowledge of the practitioner was valuable in 
ensuring the pertinence of the questions and wording for the target respondents. Minor 
wording changes were made to the questionnaire and a summary of the contributions 
can be found in the Appendix 6. 
 
3.3.9 Ethical Considerations  
The research was conducted in compliance with the ethical guidelines and protocols 
outlined by QUT number 1500000270. Privacy and confidentiality are considered 
major issues within survey research according to Zikmund et al.(2012). In order to 
overcome such issues, a letter to participants was embedded on the first page of survey. 
This letter outlined the overall objective of the research, why participation is 
beneficial, and the anonymity of all responses (see Appendix 4) as well as their full 
rights to withdraw from answering the questionnaire. Progressing from the participant 
information page was considered as an indication of participants’ consent to partake 
in the research project. Once responses were collected, the data was kept secure 
through soft copy password protection. 
 
A second ethics approved was sought 3 months the survey was released due to the low 
response rate achieved. Two amends were proposed to QUT’s Office of Research 
Ethics and Integrity: 1) request for authorisation for skype-calling the firms that were 
listed as SINDVEST members according to a script to invite potential respondents to 
answer the online survey; 2) compilation of a new database of firms non-members of 
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SINDVEST from Google search and social media investigation to forward the 
recruitment email for the survey and subsequently skype call potential respondents. 
After one more month, numbers increased very slightly (n = 27) and another ethical 
approval was sought for the follow-up interviews as will be further explained in 
Section 3.4. 
 
3.3.10 Survey Distribution 
The survey instrument of this study was created using Key Survey 
(https://survey.qut.edu.au) hosted on the Queensland University of Technology server. 
Email invitations were sent to the potential respondents with the URL address of the 
survey https://survey.qut.edu.au/f/183640/141c/ in the message. The potential 
respondents could then complete the web-based survey by clicking the hyperlink.  
 
As aforementioned, these potential respondents are SMEs managers’ and they were 
gathered from the associates’ base of the supporting class association SINDVEST and 
the email was forwarded by their representatives. Industry support has shown be an 
effective way in increasing survey response rates. Although the contact details of the 
associates, including email address, were publicly available at SINDVEST website 
(http://www.sindvest.com.br/associados) this strategy was pursued and support was 
given.  
  
The survey was launched in May/2015 and was available for responses for 120 days. 
The choice of this release date was influenced by three factors. First, the survey period 
is not considered a holiday season in Brazil and happened during a period with fewer 
public holidays. Second, it was launched shortly after the deadline of SMEs handling 
their tax declaration. Brazilian financial year ends in December 31st and SMEs have 
until March 31st to handle to the government their simplified tax declaration. 
Conducting the survey near tax declaration deadline could potentially improve 
accuracy as export-related financial information would be fresher on the minds of the 
managers. Also, with winter season approaching, which is not considered a peak 
period for the fashion industry in Brazil, it is expected that management planning and 
networking activities are likely to increase.  
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3.3.11 Hypothesis Testing  
As presented in Chapter 2, a number of hypotheses were proposed in relation to the 
framed research questions. The original research design considered the testing of these 
hypotheses using the multivariate analysis technique of structural equation modelling. 
Unfortunately, this was not possible due to the very low response rate achieved for the 
survey (a total of 27 completed questionnaires and 12 incomplete ones). Despite the 
appropriate steps and procedures taken as part of the survey design, there were limited 
responses to the online questionnaire after more than 3 months of live survey and a 
subsequent ethically approved procedure of skype-calling listed respondents.  
 
Due to this problem, which was unexpected and beyond the control of the researcher, 
the data gathered from the quantitative study was sufficient only for the purpose of a 
descriptive analysis utilising means, outliers and frequency of occurrences. The SPSS 
21 data analysis software was used to conduct the analyses of the data collected via 
the online survey. Chapter 4 discusses the techniques used and presents the results of 
this analysis. As the low survey response rate prevented the use of structural equation 
modelling for hypotheses testing, a subsequent qualitative study (Study 2) was 
designed and implemented in order to address the research questions. As discussed in 
Chapter 2, propositions are introduced for the qualitative study to be investigated 
through the use of case studies. This is further detailed in Section 3.4.  
 
3.3.12 Data Preparation  
Data preparation is an essential first step in a quantitative analysis. This step evaluates 
the impact of missing data, determines the existence of outliers, and checks for the 
assumptions fundamental to most multivariate analysis (Hair et al., 2010). This section 
describes the data examination techniques performed to ensure that the raw data has 
met the requirements for multivariate analysis and testing of the hypotheses. This 
procedure follows the proposed steps from Tabachnick and Fidell (2007).  
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3.3.12.1 Data File Creation 
The application Key Survey was used to create and distribute the web-based survey 
which was hosted on the QUT server. Once the timeframe of the survey was achieved, 
the complete set of responses was exported into the SPSS program version 20.0 for 
analysis. At this stage there were 39 responses, among which 27 were fully answered 
and 12 were not complete. 
 
3.3.12.2 Data Coding  
Data coding was performed by allocating codes to each response for items in the data 
set. Among the transformations performed, the first one involved imputing codes for 
missing responses as follows: code 99 was used for most of the questions to identify 
missing values; 999 was used for the question Age of respondent and for the Network 
size items; 9999 was used for the question relating to year in which the company 
started exporting. Also, for the set of questions involving the selection of countries to 
which the company has already exported, the countries that were not selected received 
a code 0 in order to facilitate the creation of the composite variable for analysis. The 
same procedure was used in the questions relating to international orientation of the 
managers (question 19 to 23) in which the answer NO was coded as 0. Furthermore, 
the two items that were negatively worded in the questionnaire were reversely coded 
in the analysis phase. 
  
3.3.12.3 Data Cleaning, Screening and Missing data 
One of the benefits of using a web-based questionnaire is that the use of multiple  
forced-choice responses would ensure that there is no missing data in-between the data 
set (Oppenheim, 1992). However, the strategy does not take into account the 
possibility that a responder either does not complete the full survey or fail to submit 
the questionnaire. Notably, there were 12 questionnaires that were not fully answered 
and contained missing data that were coded according to the specification displayed 
in 4.2.1.3. 
 
There were two screening questions in the survey. The first question was performed 
to assure the sample size consisted of SMEs and the firms had less than 250 
employees. No company was found to have more than the established threshold. The 
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second question was in order to investigate the autonomy of firm in case they were 
subsidiary of another company. For example, subsidiary firms found to have no 
autonomy in decision-making from their parent firms were removed from the main 
analysis. Two companies (12 and 14) are both subsidiaries of a Brazilian-parent 
company and have no autonomy in relation to their decisions, and as such, their results 
were discarded. 
 
3.3.12.4 Addressing Non-Response Bias 
Minimising the potential of non-response bias was attempted before, during and after 
data collection. Critics have noted that non-response bias often arises in self-reported 
surveys. Late responses whose respondents required prompting may be  representation 
of non-respondents (Armstrong & Overton, 1977). A number of precautions were 
taken in order to address non-response bias in this survey. First, the strategy of the 
survey distribution by a local class association was followed to ensure credibility of 
the survey. Second, independent credible data sources were accessed to evaluate if the 
respondents characteristics were representative of the population. In this case, the class 
association website information on the members – SINDVEST – was assessed against 
responses that mentioned phone number and email, for example, against the 
RECEITA FEDERAL DO BRASIL website – public agency responsible for tax in 
Brazil. Information such as year of establishment and address were used 
(Wickramasekera & Oczkowski, 2006). And last, a meticulous process of using the 
extrapolation method by means of a two-tailed T test with significance of 0.05 ensured 
that there was no significant difference among respondents who submitted early and 
those who submitted after prompting (Armstrong & Overton, 1977). In spite of 
reaching no significant difference among respondents caution about this outcome 
should be acknowledged due to the very small response rate and the potential of 
sample bias. 
 
3.3.13 Assumptions Check 
As mentioned in the previous chapters, it is not possible to conduct any multivariate 
statistics analysis in this study due to the very low response rate achieved. Therefore, 
Study 1 will be limited to statistical descriptive analysis and means of the variables. 
However, it is deemed appropriate to check the data for the assumptions inherent to 
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all multivariate data analysis to ensure rigour to the results. Hence, the check will 
consist of outliers’ identification, normality, linearity and homoscedasticity.  
 
3.3.13.1 Outliers 
Outliers are observations with a particular combination of characteristics that differ 
substantially from the other observations (Hair et al., 2010). Outliers identification in 
this study followed a univariate and a multivariate perspectives (Hinkin, 1998). Within 
the univariate outlier analysis, a common rule for detecting an outlier is looking for 
standard scores more than 2.5 (Hinkin, 1998) standard deviations away from the mean 
(Kline, 2010).  
 
Thus, to identify the presence of univariate outliers, each variable and construct were 
standardised to test for outliers (Hair et al., 2010). Next, any cases with scores above 
±2.5 (p < .001) were considered potential univariate outliers which is in line with 
Tabachnick and Fidel’s (2007) recommendations. This analysis found the following 
outliers: 
 
Table 3.5 
Summary of Univariate Outliers Found 
Variable 
Respondent 
Number 
Variable 
Mean 
Score 
International Exposure from 
Network Ties 
12 
94.21 
1600 
Internationalisation Stage 4 30 1.94 5 
Internationalisation Scope 
12 
1.62 
13 
30 12 
Export Intensity 
24 
1.4415 
15 
30 12 
Source: developed for this study 
 
Additionally, in order to test for multivariate outliers, the Mahalanobis D² measure is 
used where it measures each observation across a set of variables (J. Osborne & 
Waters, 2002). The formula used to detect multivariate outliers is:  
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𝐷² 
d𝑓  
The Mahalanobis measure D2 divided by the number of predictor variables (Hair et al., 
2010) for observations within small samples that are above 2.5 are designated as 
potential outliers. The number of predictor variables in this study is 2. Thus 
observations containing values falling within the rule of thumb of D²/df value higher 
than 2.5 for a data set are considered to be possible multivariate outliers (Hair et al., 
2010). This study had no observation above this limit.  
 
The decision about outliers retention must be based on the their representativeness of 
the population (Hair et al., 2010). An assessment of the results after removing the 
outliers proved no effect on the overall results of this study. Therefore, a decision to 
keep the outliers was made in order to avoid even more problems to a limited sample 
size.  
 
3.3.13.2 Normality, Linearity and Homoscedasticity 
Normality refers to the assumption that the data distribution for an individual variable 
corresponds to a normal distribution (Cavana, Sekaran, & Delahaye, 2001). Two 
measures were used to assess the normality of the data: Skewness and Kurtosis (Kline, 
2010). Skewness refers to the balance of the distribution in relation to its means (Hair 
et al., 2010). Kurtosis on the other hand, is related to the peak of a frequency 
distribution curve (Tabachnick & Fidell, 2007). Skewness and Kurtosis may occur 
together or separately in a single variable.  
 
One reliable approach to check for normality is by means of the statistical tests of these 
two measures (Hair et al., 2010). One of the accepted measures within the literature is 
that in practice values (> 5.) are indicative of data that is non-normally distributed 
(Bentler, 1995). Appendix 9 presents values of both Skewness and Kurtosis of the 
variables in the model. Export Intensity, International Exposure from Networks and 
Internationalisation Scope show Kurtosis values above this threshold: 8.011, 20.821 
and 6.936 respectively. In terms of Skewness, the same variables appear to be above 
the recommended limit: Export Intensity (2.853), International Exposure from 
Networks (4.463) and Internationalisation Scope (2.648). Non-normality of data is an 
important concern in cases of small samples especially in samples sizes lower than 30 
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(Hair et al., 2010). It is assumed to have impact on the results.  
 
Data transformation is an advised step to correct data for non-normality (Hair et al., 
2010). Achieving favourable results in all transformations may still be a challenge in 
data with very low response. After assessing the options, data transformation was 
performed for the Internationalisation Scope Scale by means of square rooting (Hair 
et al., 2010; Kline, 2010; J. Osborne, 2005) the results.  
 
In order to assess linearity and homoscedasticity of the data, a scatterplot of 
standardised residuals was used to identify any clear patterns (William Lawrence 
Neuman, 2005; W. L. Neuman, 2006). Linearity refers to a straight-line relationship 
between two variables (Tabachnick & Fidell, 2007). Homoscedasticity refers to equal 
levels of variance between the predictor and the dependent variables (Cavana et al., 
2001).  
 
As no clear patterns were matched with Allen and Bennett’s (2010; 2010) examples 
of non-linearity and non-homoscedasticity, it can be concluded that the conditions for 
homoscedasticity and linearity have not been violated in this study (Hair, Black, 
Babin, Anderson, & Tatham, 2006).  
 
3.4 Study 2: Qualitative Study 
 
3.4.1 Rationale for Qualitative Research Method Study  
In order to address the explanatory aspect of the research question of this study, Study 
2 takes a qualitative approach (Babbie, 2007). This approach is essentially interpretive 
and relies on multiple interactive and humanistic methods (C. Marshall & Rossman, 
2011). By means of interpretation, the researcher develops a description of the data, 
analyses them and draw conclusions about the obtained results (Creswell, 2003). This 
set of characteristics inherent to the qualitative method is essential for the second 
strand of this sequential explanatory research in which results from the quantitative 
study will be further examined (Creswell, 2003). Moreover, the possibility of 
combining more than one data collection strategies to reach a deeper understanding of 
the research issue aids in providing a holistic view (Creswell, 2009) of the 
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internationalisation of these clustered SMEs. The purpose of this study is then to 
explain the results from the quantitative study and answer the research questions about 
the effect of intra-cluster international exposure in the SMEs and reasons why and why 
not.  
 
3.4.2 Rationale for Case Study Methodology 
A Case Study is an examination of an issue through a detailed, in-depth data collection 
comprising multiple sources of evidence (Merriam, 1998). A case study also “focuses 
on understanding the dynamics present within single settings” (Eisenhardt, 1989) 
which can be related to the context of this study: studying the internationalisation of 
SMEs located within an industrial cluster of an emerging country. Yin (1994, 2009) 
indicates three situations that combined lead to the use of the case study methodology 
over the others: 
1. The main research questions are “how” or “why” questions; 
2. The researcher has little or no control over behavioural events; and 
3. The focus of the study is contemporary 
 
While the three situations hold true to this study, it is important to highlight that this 
approach is useful to understand real-world cases (Yin, 2009). The study aims to 
provide explanation for the effects of the intra-cluster international exposure on the 
lingerie SMEs of Nova Friburgo. This case study is explanatory in nature, that is, the 
purpose is to explain how or why some circumstance came to be (Yin, 2009). 
Therefore, the major aims are to explain the patterns (C. Marshall & Rossman, 2011) 
related to the intra-cluster dynamics these firms experience and identify possible 
relations shaping these firms’ internationalisation.  
 
3.4.3 Criteria for Evaluating the Quality of the Case Studies 
In order to ensure the quality of case studies a set of criteria is employed. The primary 
concepts that have been used as criteria are trustworthiness, credibility, confirmability 
and dependability (Shenton, 2004). However, four tests have been recognised in the 
literature for evaluating the quality of case studies. These testes are based on Yin’s 
work (1994, 2009) that borrows the concepts of the quantitative methodology and 
establishes parameters for this assessment as well as tactics to deal with those tests. 
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The tests for construct validity, internal validity, external validity and reliability which 
are summarised in Table 3.6 and further explained below. 
 
Table 3.6  
Tests, procedures and Tactics Performed in Study 2 to Evaluate the Quality of Case 
Study  
Test Advised procedure Performed in this study 
Construct 
Validity 
• Use multiple sources of evidence 
• Establish chain of evidence 
• Have key informants review 
draft case study report 
Multiple sources of evidence: 
•  of data source  
• different perspectives of 
the same data - network 
External 
Validity 
• use theory in single-case studies 
• use replication logic in multiple-
case studies 
Multiple cases investigated using 
replication logic 
Internal 
Validity 
•  do pattern matching 
• do explanation building 
• address rival explanations 
• use logic models 
Cross-case synthesis 
Reliability • use case study protocol 
• develop case study database 
Development of a case study 
protocol and a case study database. 
Source: Adapted from (Yin, 1994, 2009) 
 
Construct Validity 
Construct Validity is considered the most arduous element to evaluate in a case study 
design (Yin, 2009). Such a challenge involves the proper development of operational 
standards specially to avoid researcher’s bias in the data collection and data analysis 
phases. As previously mentioned, this study maintained a chain of evidence, used 
multiple sources and established a case study database (C. Marshall & Rossman, 2011; 
Yin, 2009) as proposed in the methodology literature. In order to address the first 
‘tactic’, this study follows a sequence that allows the external observer (the reader) to 
trace the path from the research question, to evidences and to the conclusions (C. 
Marshall & Rossman, 2011). The second tactic is addressed by means of use of two 
sources of evidence: interviews and observation of websites and social media presence 
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of the companies aiming at data triangulation. Finally, the third tactic was approached 
by means of creating a separate database for the cases in which it can be found raw 
data from each source of evidence and the researchers’ interpretations (C. Marshall & 
Rossman, 2011). 
 
Internal Validity 
Given the explanatory nature of this case study, internal validity is considered a major 
threat in this evaluation. Internal validity evaluates if a true and correct relation has 
been established (Shadish, Cook, & Campbell, 2002; Yin, 1994). If the researcher 
incorrectly makes conclusion about a relationship that is untrue or improper, then the 
produced theory is flawed (Yin, 1994). Yet, this study followed the tactics of cross-
case synthesis. The procedure that aims at robustness of the findings aggregates data 
across a series of individual cases (Yin, 2009). For undertaking the strategy, word 
tables were created displaying data from individual cases according to uniform 
categories (Yin, 2009) 
 
External Validity  
The third test of quality applied in this second study was the external validity, which 
regards the generalisability of the findings and its applicability to environments 
external to the study (Yin, 2009). Two steps were undertaken in order to increase the 
generalisability of this study. Firstly, the simple strategy of using of multiple-case 
sources selected aids in the external validity of a study (Amaratunga, Baldry, Sarshar, 
& Newton, 2002; C. Marshall & Rossman, 2011; Yin, 1994, 2009). Secondly, it is 
recognised that external validity increases when replication logic is used in multiple-
case study data collection (Amaratunga et al., 2002; Yin, 1994). Replication logic 
includes both literal replications (predictions of simular results) and theoretical 
replications (predicting contrasting results for predicted reasons) (Mason, 2006; Yin, 
1994, 2009). These strategies assist in the analytic generalisation - in which the 
researcher attempts to generalise the findings of the case study to the related theory 
(Mason, 2006)- over statistical generalisation of the findings. For that, a systematic 
procedure for case selection was developed and is further explained in Section 3.4.4. 
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Reliability 
The final measure of quality in social research is the study is the reliability (Yin, 1994, 
2009). The reliability of the research is assessed by means of the dependability of the 
findings (Gummesson, 2000). That is, the possibility of, in a different repeated study 
by other researcher, that the same results area achieved (Yin, 2009). Two strategies 
aid in the reliability of a case study: a detailed data collection procedure and presenting 
all the sources of evidences that led to the findings of the study. This study deals with 
the concern of reliability by establishing an interview protocol for the semi-structured 
interview and developing a case study database as mentioned previously. 
 
3.4.4 Case Study Design 
This study follows a case-study design, which has shown to be appropriate to provide 
an in-depth analysis of the dynamics, processes and context involved in the dynamics 
of the SMEs (Eisenhardt, 1989; Yin, 2003). A holistic approach is utilised, integrating 
the practices of more than one SME within the same settings in order to properly 
address the research questions in the sense that the organisations are engaged to other 
organisations in their environment (Yin, 2009). Thus, a multiple-case study type 3 as 
highlighted in the Table 3.7 was used in this research. 
 
Table 3.7  
Case Study Type 
 Single Case Designs Multiple Case Designs 
Holistic (single unit 
of 
analysis) 
Type 1 Type 3 
Embedded (multiple 
units of analysis) 
Type 2 Type 4 
Source: (Yin, 1994, p. 39) 
 
Unit of Analysis 
The unit of analysis of a research study is described as the item (what or who) that 
provides the data for analysis (Zikmund et al., 2012). The unit of analysis of this study 
is also the firm. However, this research is aimed at investigating the experience and 
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the perception of the decision-makers from the participating firms. Previous research 
has demonstrated that in the case of SMEs the managers are the responsible for the 
internationalisation decision (Hutchinson et al., 2006). For this research, as the focus 
relies on the decision-making process and on the firms, managers and firms are going 
to be used (interchangeably) as the unit of analysis. 
 
Number of Cases 
The number of cases in a research study is guided by the concept of theoretical 
saturation (Eisenhardt, 1989). The idea behind it is that the issue being investigated 
should be fully explained. Furthermore, the addition of new cases should add very 
minimal meaning to the study and redundancy arises (Glaser & Strauss, 1967). 
Alongside with the theoretical saturation three other reasons were taken into 
consideration for decision of how many cases to include in this study. Firstly, there 
was the main purpose of this second strand of this study which is further explain the 
quantitative results answering to the research questions stated in Chapter 1. Secondly, 
there was the search for cross-case patterns both in terms of polarities and similarities 
(Eisenhardt, 1989). Finally, planning the number of cases in advance is a common 
practice and aligned with time and resources constraints (Eisenhardt, 1989). This 
Masters research thesis needed seven cases. 
 
Selection of Cases 
The first step towards case selection is the establishment of the type of case study 
design. For the purpose of this study, the usage a multiple case study methodology 
(Yin, 1994). This multiple-case design aids to provide a holistic view of the research 
issue (Yin, 2009). Therefore, a multiple-case design will be conducted in order to 
obtain different perspectives for triangulation purposes consisting of a multiple case 
study with two units of analysis will be examined: organisations and networks. 
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Theoretical sampling was applied, i.e., cases were selected for theoretical purposes 
rather than for statistical reasons (Eisenhardt, 1989; Glaser & Strauss, 1967). The cases 
were then purposefully selected following the suggested steps in Ivankova (2006) for 
a systematic qualitative strand selection in a mixed-methods sequential explanatory 
design. For this phase, summed mean scores and standard deviations (Ivankova, 2014) 
of the main variables of interest were used. From the list of respondents who had 
provided consent to be contacted, cases within each selected variable closer to the 
means were then selected for invitations. This strategy helped ensure that analysis was 
not held from polar-type or outliers which do not represent the majority of the sample 
(Hair et al., 2010).  
 
3.4.5 Ethical Considerations 
This strand of the research was managed in compliance with the ethical guidelines and 
protocols outlined by QUT. The Interview Protocol and on Information Sheet can be 
found in Appendix 9.  
 
The research was considered low risk, whereby any foreseeable risk to participants 
was no more than inconvenience for the time spent answering the survey questions. 
The transcriptions and the translations into English were performed by the researcher 
herself and secured according to the outlined steps prescribed by QUT Data 
Management. 
 
3.4.6 Sources of Data 
In order to achieve the maximum amount of information possible for each case, two 
data collection methods were used: semi-structured interviews and online observation. 
Firstly, within each of the 7 cases, a recorded online/telephone semi-structured 
interview was conducted with the manager, owner or person responsible for the 
internationalisation decision of the firm. Each interview in this study lasted no more 
than 30 minutes. Secondly, a thoroughly observation of websites and social media 
profiles of the companies were observed and further analysed in order to combine with 
the interview data and answer research question 2. 
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3.4.6.1 Semi-structured Interviews 
Semi-structured interviews were used as a follow-up to the survey responses. This type 
of interview unfolds from a list of predetermined open-ended questions (Ayres, 2008; 
Longhurst, 2003) in which the researcher has already identified what to look at (Fylan, 
2005). The use of semi-structured interviews aligns with the purpose of this second 
study in which the purpose is not to identify concepts but rather to explain them. Ayres 
(2008) states that semi-structured interviews are advised to answer research questions 
“where the concepts and relationships among them are relatively well understood” 
(Ayres, 2008, p. 811). In order to achieve the richest data from the interviewees, 
respondents were advised at the beginning that there were no incorrect or perfect 
answers and that the interest was their perceptions and experiences as current SMEs 
managers/owners.  
 
 Protocol – Design of Interview Protocol 
The explanatory nature of this case study strand guided the development of the 
interview protocol and the questions that were asked to the respondents. The use of an 
interview protocol assists the research in guiding the conversation towards the 
research purposes (Perry, 1998b). Also, the protocol ads in providing a “reliable 
framework for cross-case analysis of data” (Perry, 1998a). The interview protocol 
used in the Study 2 can be found in Appendix 9 and is separate in two parts: A and B. 
Part A consists of question directed for firms which reported have already performed 
exports in the survey questionnaire. Part B was utilised with firms that reported no 
exports in the survey. The main reason for splitting the questionnaires was to gauge 
both information from previous exports and intentions for future endeavours of the 
non-exporting firms. It is important to highlight that each of the questions presented 
to the respondents is derived from the need  for further explanation of the results from 
Study 1. All questions in the protocol are designed to correspond to the constructs 
addressed in the literature review section as presented in Chapter 2. These protocol 
questions and corresponding construct domain are illustrated in Table 3.8 below. 
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Table 3.8 
Study 2 RQs, Interview Protocol Questions and Research Focus 
Research questions Protocol 
section 
Corresponding 
question 
Research focus 
Questions 1 and 2 are opening questions & question 20 is a closing question. 
Set of Question A – for companies that reported exports 
Set of Question B – for companies that reported not exported in the past 
RQ2a: How and Why 
does international 
exposure affect the 
internationalisation 
knowledge and the 
process of 
internationalisation 
of SMEs embedded 
in industrial 
clusters? 
 
RQ2b: How and Why 
does international 
exposure not affect 
the 
internationalisation 
knowledge and the 
process of 
internationalisation 
of SMEs embedded 
in industrial 
clusters? 
Section E Questions 2, 3, 4 Internationalisation 
Stages 
Section F Questions 5, 6, 7, 
8, 9, 10, 11, 12, 13 
Internationalisation 
Knowledge 
Section G Questions 14, 15, 
16 
Internationalisation 
Knowledge 
Section H Questions 17, 19 International 
Orientation 
Section I Question 20 Industrial Cluster 
Location 
Source: developed for this study 
Part A of the interview protocol was an introduction to thank participants for their 
contributions to this research. Part B describes the research aim and the expected 
outcomes of the research study. Part C was used to explain the process of the interview, 
including information relevant to the ethical issues and the research institution in 
which the research is being conducted. The purpose of Part D of the interview protocol 
was to evaluate if the respondent providing information was really the person most 
responsible for the internationalisation of the firm. Part E used questions in order to 
obtain information about the SMEs previous exporting experience (Part A) and 
possible reasons why the exports have not occurred (Part B). Questions in Part F were 
used to explore the firms’ internationalisation knowledge from experience and from 
researching. Part G used questions related to the intra-cluster dynamics related to the 
firms’ internationalisation. Part H seeks to explore the respondents’ perception about 
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manageable components of the international orientation construct. Part I used a rather 
open question in order to identify the participants’ main reasons for location within 
the industrial cluster region. And finally, Part J was as ending question to let 
respondents bring experiences, problems or suggestion relating to their 
internationalisation. 
 
3.4.6.2 Digital Presence Observation 
Observation is a typical method of data collection in case studies (C. Marshall & 
Rossman, 2011; Yin, 1994, 2009). This method usually involves participant 
observation, field research, direct observations and sometimes document 
evaluation/observation (Yin, 2009). However, for this study, due time and resource 
constraints these types of observations were deemed inappropriate. Instead, an 
informal observation of the firms’ internet presence and digital presence is understood 
to be potentially useful in obtaining relevant information. For the purpose of this study, 
the observation encompassed the companies’ websites, social media profiles in 
Facebook, Twitter, Instagram and YouTube, website domain and email address.  
 
Coupled with the interview and the survey results, such observations could support 
within-case descriptions. Moreover, relevant information was collected to assist at the 
data integration phase of this research.  
 
3.4.7 Analysis of Case Study Research 
Case Study analysis encompasses examining, categorising, tabulating, or otherwise 
adding evidence to elicit conclusions (Yin, 2009). After data was collected in semi-
structured interviews and from the internet observation stage a case study database 
was compiled as explained in the item 5.5.1. Firstly, the interview data was transcribed 
in Portuguese and then translated into English, language in which the coding step was 
performed. Secondly, notes about the internet observation of each were made in 
English. The data analysis of these case studies included both within-case and cross-
case analysis procedures (Yin, 1994, 2009).  
 
Within Case  
The purpose of within-case analysis was to develop familiarity with each individual 
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case through detailed examination of case study data followed by a descriptive and 
comprehensive case write-up (Eisenhardt, 1989; Perry, 1998a). At this stage each firm 
had its uniqueness described regardless of the characteristics of the other cases. This 
process is descriptive in nature (Eisenhardt, 1989) and aids in providing the researcher 
familiarity with each case before the cross-case analysis (Perry, 1998a). 
 
Cross-Case Analysis 
Cross-case analysis is a means of bringing together similar responses to interviews as 
well as analysing different views on common issues (Patton, 1990). This procedure 
also provides sophistication to the analysis as it makes the researchers looks beyond 
preliminary impressions on the issues (Eisenhardt, 1989; Perry, 1998a). The frequency 
of statements, for example, is used to identify patterns and conclude reasons why for 
differences between cases (Patton, 1990; Perry, 1998a).  
 
Coding Strategies 
Coding strategies followed a 3-step coding. Firstly, a deductive a priori template of 
code themes as outlined by Miller and Crabtree (1999) was performed with the 
development of a coding manual that can be found in Table 3.9. Such a procedure was 
deemed appropriate due the nature of this case study in which the concepts and 
constructs are already known and the purpose it to explain the results of stage 1. 
Secondly, open coding was the basic step towards naming and understanding 
similarities and differences in the data. At this phase a line-by-line and phrase-by-
phrase coding was used to dissect each interview for it to be labelled and categorised 
(Strauss & Corbin, 1998). Thirdly, categories emerged within each theme for further 
analysis. Finally, constant comparison was also performed since coding step 1 to 
ensure the same codes were being applied for similar statements and towards 
refinement of the theory being developed (Seale, 1999). The interview transcripts were 
then analysed individually and summarised according to the six themes derived from 
the literature and deemed relevant for further explanation in this second study.  
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Table 3.9  
Coding Manual for Study 2 
Code Theme 01: Current Status 
Label Current Status 
Definition Current status of the firm in terms of both domestic and international 
markets. 
Description Overall current status of the firm. Useful to determine the focus of 
the firm in terms of domestic market, internationalisation, retail X 
wholesale. This data is important for the whole assessment of the 
RQs. However, much of this information is incorporated to the 
within-case description, exports perception and exports practice 
analysis. 
Code Theme 02: Internationalisation Stages of Export Development 
Label Exports Perception 
Definition Exports perception refers to the firm manager’s perception about 
exports.  
Description The item encompasses both subjective and experiential views about 
internationalisation in terms of benefits, hardships, impacts of exports 
on the firm requirements to perform exports consistently. 
Code Theme 03: Internationalisation Stages of Export Development 
Label Exports Practice 
Definition Exports Practice refers to the internationalisation stages of the 
companies, internationalisations scope (countries to where the firms 
exported) and their exports ratio (percentage of exports in the total 
sales of the company).  
Description The item encompasses 13 categories in relation the firms’ export 
practice. Results include mention of barriers for not engaging in 
exports; comparison with competitors; internal reasons for 
performing exports. Also, how exports were performed will be 
gauged here.  
Code Theme 04: Industrial Cluster Location 
Label Industrial Cluster Location 
Definition Industrial cluster location theme encompasses the firms’ perception 
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about the benefits and disadvantages of the industrial cluster location.  
Description The item encompasses location advantages and disadvantages. The 
purpose is to evaluate if the managers are aware of all the features of 
being located within and industrial cluster and if there is any impact 
on their internationalisation decisions. 
Code Theme 05: Internationalisation Knowledge 
Label Internationalisation Knowledge 
Definition Internationalisation knowledge is defined as “the knowledge that 
enables the organisations to expand activities across national 
borders” (Pedersen et al., 2003). 
Description As well as in Study 1, internationalisation knowledge was 
conceptualised according to Pedersen, Petersen and Sharma (2003) 
descriptions. This code theme encompasses categories to match that 
are compatible with the items prescribed by the aforementioned 
research: Business culture, collaboration, customer overseas, 
financial practices, formalisation, logistics, overseas requirements, 
product adaptations and suppliers overseas.  
Code Theme 06 – International Exposure from Network ties 
Label International Exposure from Networks 
Definition International Exposure is “the extent to which a venture's 
management team comes into contact with international knowledge 
through prior experiences or network relationships” (Fernhaber & Li, 
2013). International Exposure from Network Ties investigates 
whether the firm’s awareness about competitors internationalisation 
derive from their network partners information. 
Description International Exposure from Networks refers to the attempt to 
identify if the international exposure of these firms derived from 
intra-cluster network ties. 
Code Theme 07 – International Exposure from Mimetic Pressure 
Label International Exposure from Mimetic Pressure 
Definition International Exposure is “the extent to which a venture's 
management team comes into contact with international knowledge 
through prior experiences or network relationships” (Fernhaber & Li, 
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2013). Mimetic Pressure is the urge of a firm to overcome uncertainty 
by mimicking other organisations perceived to be more successful in 
the industry or in the cluster (Nikolaeva, 2014). International 
exposure from mimetic pressure investigates whether the firm’s 
awareness about internationalisation derive from copying patterns 
within the cluster.  
Description International Exposure from Mimetic Pressure refers to the attempt 
to identify if the international exposure of these firms derived from 
isomorphism pressure within the cluster. 
  
3.5 Data Triangulation 
One of the advantages of performing a mixed-methods study is data triangulation or 
convergent validation (Amaratunga et al., 2002; Creswell, 2003). Convergent 
validation happens when the findings from different data sources agree (Fielding, 
2012). Previous to the agreement stage, this multiple source data are useful to 
corroborate, elaborate, or illuminate the research questions (Rossman & Wilson, 
1994). Aiming at data triangulation “greatly strengthen the study’s usefulness for other 
settings” (C. Marshall & Rossman, 2011, p. 253). In this research, statistical data 
analysis is combined with case study design in order to achieve a more accurate 
understanding of the research issue.  
3.6 Data Integration 
Data integration is an essential step in a mixed-methods research. It is related to the 
phase in which the mixing of the quantitative and the quantitative methods will happen 
(Creswell, 2003; Tashakkori & Teddlie, 1998). This procedure may occur at various 
stages in a research: data collection, data analysis, interpretation (Creswell, 2003). It 
is important to highlight that Study 2 was built on the results from Study 1, i.e., in a 
sequential manner which means that both studies are connected (Hanson, Creswell, 
Clark, Petska, & Creswell, 2005). Before integration, two connection points were met 
in this research: 1) on the occasion of the selection of the participants for the second 
stage, and 2) when developing the interview protocol for Study 2 (Creswell, 2003; 
Ivankova et al., 2006). As outlined in Section 3.2, this research will integrate the 
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findings of each study in the Interpretation phase. Rigour to ensure the mixed-methods 
rationale of this study will be pursuit in order to avoid the risk of not fully integrating 
data. Fielding (2012) outlines that many researchers analyse results independently and 
then compare results of each study which he claims is a misuse of the mixed-methods 
research approach. This research will then group the findings for each corresponding 
study and subsequently relate to each of the explored factors affecting the international 
exposure of SMEs co-located within an industrial cluster. 
3.7 Conclusion  
In this chapter, the methodology underpinning this research project is detailed. First, 
the philosophical and epistemological perspectives were presented. Next, the research 
design is discussed, with the two studies incorporating quantitative and qualitative 
methods explained. The discussion on Study 1 detailed the operationalisation of the 
proposed constructs as well as the designing and conducting of the questionnaire based 
survey. Following this, justification for a second study incorporating a Case Study 
approach is discussed. The chapter concluded with an examination of data 
triangulation and data integration supporting the mixed-methods design utilised in this 
project.  
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Chapter 4 – Quantitative and Qualitative Results 
Chapter Synopsis 
Previously, in Chapter 3 the research paradigm and the rationale for the use of a 
sequential explanatory mixed-methods design for this research were presented in order 
to answer the following research questions:  
RQ1: To what extent does international exposure from intra-cluster dynamics, such 
as network ties and mimetic pressure affect the internationalisation knowledge and 
the process of internationalisation of SMEs embedded in industrial clusters? 
 RQ2a: How and Why does international exposure affect the internationalisation 
knowledge and the process of internationalisation of SMEs embedded in industrial 
clusters? 
 RQ2b: How and Why does international exposure not affect the 
internationalisation knowledge and the process of internationalisation of SMEs 
embedded in industrial clusters?  
 
In this chapter, the findings from the online survey (Study 1) and the case studies 
(Study 2) are presented. The purpose of these analyses were to examine the 
compatibility of the adapted proposed innovation-related internationalisation model to 
co-located SMEs and the extent to which the cluster dynamics affect the 
internationalisation of these firms.  
 
Section 4.1 presents the quantitative results of Study 1. Section 4.1.1 outlines the 
response rate of the study, the demographic characteristics of the sample and 
descriptive statistics of the data set. Section, 4.1.3 summarises the reported findings 
of Study 1. 
 
Section 4.2 presents the qualitative results of Study 2 involving the within-case and 
cross-case analysis of the case study. These results were essential to answer this 
study’s research questions by explaining the relation between the constructs. Section 
4.2.2.10 summarises the reported findings of Study 2.  
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4.1 Results from Study 1 
The first study of this research was quantitative, using an online survey. Study 1 was 
originally designed to answer research question 1 by utilising confirmatory factor 
analysis and SEM. However, it was not possible due to an inadequate sample size 
achieved in the data collection for this study (refer to 3.3.11) also indicated by Kaiser-
Meyer-Olkin value. As such, the discussion of the Study 1 results focused on the 
descriptive statistics with an aim at understanding the behaviour of the sample. 
Moreover, although statistics are reported in this section, they serve an exploratory 
purpose as the sample is too small for a reliable multivariate statistical analysis. Study 
1 results will be examined to answer RQ1 which is: To what extent does international 
exposure from intra-cluster dynamics, such as network ties and mimetic pressure 
affect the internationalisation knowledge and the process of internationalisation of 
SMEs embedded in industrial clusters? 
 
4.1.1 Results from Survey Data 
In this study, only 26.92% of the sample (7 firms) were found to derive income from 
exports. The means, standard deviations were calculated for each of the identified 
variables as well as the inter-correlations between variables. The results are shown in 
Table 4.2. Cronbach’s Alpha for these constructs are not reported because of the very 
small sample. For this assessment of the descriptive statistics only the screened out 
companies due to lack of autonomy were removed. Cases with missing data were also 
removed which resulted in an analysis of 26 SMEs. 
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Table 4.1  
Descriptive Statistics of the Composite Variables for the Internationalisation Stages, 
International Knowledge, International Orientation, International Exposure from 
Networks and International Exposure from Mimetic Pressure (n = 26) 
Variables M (SD) 
Correlation coefficients 
1 2 3 4 5 6 
1.COMP_STAGES 
2.970 
(0.494) 
      
2. EXPORT ITENSITY  
1.620 
(3.806) 
0.038      
3.COMP_IKNOW  
2.230 
(0.925) 
0.174 0.341     
4.COMP_INTEXP_MP  
3.36 
(0.699) 
0.289 0.092 0.302    
5.COMP_INTEXP_NET  
39.92 
(116.971) 
0.129 -0.085 0.182 0.129   
6. COMP_INTOR  
11.38 
(1.098) 
0.012 -0.394 -0.238 -0.343 0.167  
Note. COMP_STAGES = Internationalisation Stages; COMP_IKNOW = Internationalisation 
Knowledge; COMP_INTOR= International Orientation; COMP_INTEXP_NET= International 
Exposure from Networks; COMP_INTEXP_MP= International Exposure from Mimetic Pressure 
* Correlation is significant at the 0.05 level (2-tailed). 
Source: developed for this study 
 
Only one significant correlation (p < 0.05) (Hair et al., 2010) was found between the 
composite variables above: Composite Sum International Orientation and Export 
Intensity (p = 0.046). All the other correlations were found to be non-significant even 
in the attempt of forging the correlation table with no missing data. Non-normality of 
the data due to low sample size is the main reason that led to this result. Therefore, as 
outlined before, because of this condition, no further analysis on the descriptive 
statistics were undertaken. 
 
4.1.1.1 Respondent Profile  
Most (85%) of the surveyed firms were established after 1990 (M = 2000) which is 
representative of the political and economic situation of the country (further discussed 
in Chapter 5). The majority of the firms were wholly owned, with only two of the 
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companies being subsidiaries of other firms. From the SMEs, 42.30% developed their 
activities with the range of 6 to 19 employees. Moreover, only two companies have 
reported having more than 80 employees which is indicative of the factual small size 
of these companies. The majority of the firms reported being involved in the process 
of lingerie manufacturing-only other than just re-selling it. A summary of these results 
is presented in Table 4.2. 
 
Table 4.2  
Company profile – Creation Year, Subsidiary, Size and Nature of the Activities 
 M (SD) Parameters n (%) 
Year 2000 
(305.38) 
Before 1980 1     (4.00) 
1980 – 1989  3   (12.00) 
1990 – 1999 7   (27.00) 
2000 – 2009 8   (31.00) 
2010 – now 7   (27.00) 
Subsidiary - No 24 (92.30) 
Yes – from an overseas parent 1     (3.85) 
Yes – from a Brazilian parent 1     (3.85) 
Size 24.15 
(21.86) 
1 – 5 3   (12.00) 
6 – 19 11 (42.00) 
20 – 29  4   (15.00) 
30-39 4   (15.00) 
40 – 79 2     (8.00) 
80 +  2    (8.00) 
Nature of the 
Activities 
 Clothes retail 8   (31.00) 
Services 1    (4.00) 
Others (manufacturing was the 
most frequent) 
17  (65.00) 
Source: developed for this study 
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4.1.1.2 Exports Practice 
In the survey, respondents were asked questions relating to their export status which 
included whether the firm exported, the year in which the company first exported, the 
percentage of exports, the countries of destination and the country choice order. 
Expected differences between the exports practice and the countries of destination 
have arisen in the results. Companies that reported no exports ended up telling to 
which countries they have exported to before. Such a difference was further clarified 
with some of the responding companies. This happened because they did not perceive 
non-direct exports as exports.  
 
Table 4.3  
Company Profiles in Terms of Their Overseas Markets 
 M (SD)  % (n) 
Exports 
(n = 26) 
 Yes 26.92   (8) 
No 73.08 (19) 
Year Started Exporting 
(n = 8) 
2008 
(4.36) 
2001   3.85 (1) 
2006*   7.69  (2) 
2009   3.85  (1) 
2010   3.85  (1) 
2012   3.85  (1) 
2013   3.85 (1) 
2014   3.85  (1) 
Exports Ratio 
(n = 8) 
5.25% 
(5.47) 
1% or less 37.50  (3) 
2% to 10% 37.50  (3) 
Above 11% 25.00  (2) 
Note. *Although one case mentioned no exports in the previous question, one 
respondent mentioned the year of previous exports, percentage and countries to which 
they had exported. 
Source: developed for this study 
 
Eight firms reported the exported percentage in relation to their total sales (M = 
5.25%). This fits within a low range of export intensity (exports/ total sales) in the 
literature (Winklhofer, Diamantopoulos, & Witt, 1996). Moreover, no company 
reported percentages close to a ratio of 25% of exports, which is considered moderate 
export intensity.  
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Psychic Distance - Country Choice of Destination 
A series of questions examined the firms’ choice of country destination and the order 
of this progress. These questions were useful to evaluate if the SMEs perform 
according to psychic distance characteristics presented in 2.3.1.1. For this sample, it 
was possible to say that the SMEs within the cluster of Nova Friburgo started 
exporting to psychically close countries, such as Portugal and Argentina (Bruno 
Cyrino, Penido Barcellos, & Tanure, 2010; Tanure, Barcellos, & Fleury, 2009). The 
first main destination of the SMEs’ exports was the United States of America (USA) 
which holds an intermediary level in the perceived psychic distance from the Brazilian 
perspective (Bruno Cyrino et al., 2010; Tanure et al., 2009). This result, however, did 
not impact on the indication that the concept of psychic distance holds true for this 
sample because the USA is recognised as being the world’s largest importer of goods 
(Hair et al., 2006). Table 4.5 below presents the number of firms that exported to each 
country and Table 4.6 shows the destination countries and the respective respondent-
firms that opted for that order. Psychic distance will be further analysed in Study 2 in 
order to assess the main reasons that these SMEs followed this pattern.  
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Table 4.4  
Company Profiles – Main Destinations of Exports (n =26) 
Country % (n) M (SD) 
Argentina 15.38  (4) 0.15 (0.37) 
Chile    7.69  (2) 0.08 (0.27) 
China    0.00  (0) 0.00 (0.00) 
Germany 11.54  (3) 0.12 (0.36) 
Italy 11.54  (3) 0.12 (0.33) 
Japan   7.69  (2) 0.08 (0.27) 
Mexico   3.85  (1) 0.04 (0.20) 
Netherlands   3.85  (1) 0.04 (0.20) 
Other Countries   7.69  (2) 0.08 (0.27) 
Other Countries from Asia   3.85  (1) 0.04 (0.20) 
Other Countries from Europe 15.38  (4) 0.15 (0.37) 
Other Countries from Latin America 11.54  (3) 0.12 (0.33) 
Portugal 23.08  (6) 0.23 (0.43) 
South Korea   0.0  (0) 0.00 (0.00) 
United States 30.77  (8) 0.31 (0.47) 
Venezuela   3.85  (1) 0.04 (0.20) 
Source: developed for this study 
* Sorted in alphabetical order. Percentages in relation to 26 companies. 
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Table 4.5  
Rank Order of Export Development Among the Importing Countries (Psychic 
Distance) 
Country Number of companies that exported to this country following this order  
1st 2nd 3rd 4th 5th 6th 7th 8th 9th 10th 11th 12th 
Argentina 2 2                    
Chile   1     1               
Germany     2 1                 
Italy 1    1       1         
Japan          1   1          
Mexico           1            
Netherlands                1       
Other    1                   1 
Other Asia            1            
Other Europe 1  1 1               1   
Other LA      1   1        1     
Portugal 2 2 1  1                 
United States 6 1     1               
Venezuela       1                 
Source: developed for this study 
* Sorted in alphabetical order 
 
 
Internationalisation Development Stages  
Table 4.7 shows that Stages 1, 2 and 3 had mean results that fell within the range of 
moderate to high on a response scale of 1 to 5. These results indicated that these SMEs 
had reasonable awareness in relation to internationalisation, quite good interest in 
exports and had, to a moderate degree, experimented sending goods overseas. At the 
adoption stage (Stage 4), the mean score fell within the low to moderate range (1.89).  
  
  
135 
Table 4.6  
Means and Standard Deviations Internationalisation of Development Stages  
 M (SD) 
Stage 1 – Awareness 3.08 (0.57) 
Stage 2 – Interest 3.79 (1.28) 
Stage 3 – Experimental 3.17 (0.72) 
Stage 4 - Adoption 1.86 (1.06) 
Source: developed for this study 
 
Together, these results provide important insights about the sample’s development of 
internationalisation, indicating that awareness, interest and experimentation are latent 
within the SMEs and that the adoption of exports as a business strategy is low. The 
low export adoption (Stage 4) scores can be cross-validated with the low exports ratio 
of the sample. While there is a strong suggestion that these firms behave according to 
the proposed I-Model, no strong conclusions can be drawn due to the small sample (n 
= 26). 
 
Born Global 
Only eight companies provided the year of their first export. The mean age for 
initiating exports for these companies was 10 years since inception. Two reported 
having exported within three years of inception (see 2.2.1.5 for the threshold 
rationale). While there was evidence of rapid internationalisation, no strong 
conclusions could be drawn due to the small sample (n = 26). Summary results are 
presented in Table 4.7. 
 
Table 4.7 
Age of the Exporting Firms  
Year of creation 
Year in which 
first exported 
Age in years 
when exported 
1966 2006 40 
1994 2006 12 
1998 2001   3 
1999 2009 10 
2005 2012  7 
2005 2010 5 
2007 2013 6 
2012 2014 2 
Source: developed for this study 
  
136 
 
4.1.1.3 International Exposure from Networks 
A large number of SMEs within the sample (n = 11) reported no interaction with 
anyone outside the company in relation to international business (42.31%). The overall 
mean results for network size was nine people with a mean network frequency of once 
per year. Within an industrial cluster with an approximate size of 1,000 companies 
related to the manufacturing of lingerie, these results suggested a low interaction 
among respondents.  
 
Table 4.8 
Company Profiles – Network Size and Interaction Frequency (n = 26) 
 Network size (number of 
companies with which the 
firm interacted) 
% (n) 
Network Size 
 
 
 
M = 9.23 
SD = 24.05 
 
0 42.31 (11) 
1 7.69 (2) 
2 7.69 (2)  
4 3.85 (1) 
5 7.69 (1) 
10 23.08 (6) 
40 3.85 (1)  
120 3.85 (1) 
Frequency of 
Interaction 
 
M = once a 
year 
More than once a week 7.69 (2) 
1-5 times a month 0 (0) 
Once a month 7.69 (2) 
Once at every 3 months 7.69 (2) 
Once at every 6 months 11.54 (3) 
Once a year 11.54 (3) 
Less than once a year 11.54 (3) 
Never 42.31 (11) 
Source: developed for this study 
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4.1.1.4 International Exposure from Mimetic Pressure  
The overall response to the items related to the mimetic pressure was positive, that is, 
there is an indication that these firms experience intra-cluster mimetic pressure. The 
mean score for each item of the International Exposure from Mimetic Pressure scale 
was within the range of 3 (see Table 4.10) indicating a moderate pressure. Therefore, 
there is also a strong indications that these firms experience an urge for imitation 
towards internationalisation in order to conform to other intra-cluster firms. 
 
Table 4.9  
Means and Standard Deviations for Mimetic Pressure (n = 26) 
Item Mimetic pressure 
item 1 
Mimetic pressure 
item 2 
Mimetic pressure 
item 3 
Description Awareness about 
other intra-cluster 
firms’ 
internationalisation 
Perception that the 
intra-cluster 
internationalised 
firms have greatly 
benefited from 
exports 
Awareness that the 
intra-cluster 
internationalised 
firms are 
favourably 
perceived by others 
in the same industry 
M (SD) 
 
3.5 (1.07) 3.4 (0.99)  3.2 (0.93)  
Source: developed for this study 
 
4.1.1.5 Internationalisation Knowledge 
Respondents were asked to indicate from 1 (very little) to 5 (excellent) their degree of 
knowledge in relation to the 15 items of the internationalisation knowledge scale. The 
overall mean for the internationalisation knowledge scale was 2.23 (SD = 0.93) which 
fits below a moderate range. The mean score for each aspect of the internationalisation 
knowledge results are very similar. Together, these numbers are indicative of little to 
moderate internationalisation knowledge. Although there was no apparent difference 
between the items, the most surprising aspect of the data was that the highest mean 
score was found with the respondents’ knowledge of the technology standards in other 
countries (M = 2.77, SD = 1.34). This is such because this kind of knowledge derives 
from examination on potential importing countries. It would be expected that some 
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kind of research or training was performed among these SMEs to comply with this 
awareness. Moreover, the item which received the lowest score in the results was 
‘knowledge about authorities abroad’ which was expected in a sample with little 
practice of internationalisation.  
 
Table 4.10  
Means and Standard Deviations for the Internationalisation Knowledge Items 
Internationalisation knowledge item M (SD) 
Technology standards in other countries 2.77 (1.34) 
Laws on products and quality standards in other countries 2.58 (1.10) 
Structure of industry in other countries 2.42 (1.17) 
Development and adaption of products to attend customers’ demand in 
overseas markets 
2.42 (1.30) 
Business culture in other countries 2.35 (1.02) 
Development and adaptation of production to attend customers’ demand in 
overseas markets 
2.23 (1.18) 
Making business with new customers overseas 2.23 (1.31) 
Suppliers overseas 2.19 (1.17) 
Customers overseas 2.15 (1.08) 
Business legislation in other countries 2.08 (1.02) 
Financial practices and currency rules in other countries 2.08 (1.02) 
Collaboration with other companies in order to attend overseas markets 2.08 (1.20) 
International organisations 2.04 (1.08) 
Making business on new countries 1.96 (1.00) 
Authorities abroad 1.88 (0.95) 
Source: developed for this study 
 
4.1.1.6 International Orientation 
This section of the questionnaire required respondents’ personal information and 
information about six international orientation components related to themselves. A 
summary of the results is displayed in Table 4.11. Two-thirds of those who responded 
to this section were female and the average age of the firm manager’s was 40.29 years. 
Almost half the sample achieved at least to the level of High School (46.15%) and 
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Bachelor degree (34.62%). Therefore, this can be suggestive of a moderate level of 
education sample.  
 
Taken together, the results of the international orientation items are indicative of a 
very low orientation of these managers. None were born or had lived overseas. Only 
11.54% reported fluency in a second language. Over half of the respondents (69.23%) 
reported no previous experience in foreign trade. Furthermore, just over three-quarters 
(76.29%) of the respondents had not received any training in international business. 
 
Table 4.11  
Respondents Characteristics – Managers’ Personal Information and Background 
  n % 
Age (years) 
M = 40.29 
30 and below 6 23.08 
31 – 40  9 34.61 
41-50 6 23.08 
Above 51 5 19.23 
Gender Male 10 38.46 
Female 16 61.54 
Education High School 12 46.15 
VET 3 11.54 
Bachelor Degree 9 34.62 
Post-Graduation 2 7.69 
Previous 
Experience 
Yes 8 30.76 
No 18 69.24 
Second 
Language 
Yes 3 11.54 
No 23 88.46 
Lived Overseas Yes 0 0.0 
No 26 100 
Born Overseas Yes 0 0.0 
No 26 100 
Training in IB Yes 6 23.08 
No 20 76.92 
Source: developed for this study 
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4.1.2 Summary of Study 1 Findings 
The extremely low response rate and cleaning of the data reduced the final, valid 
sample to 26 companies. For that reason, more rigorous statistical analysis than 
descriptive examination of the data was not possible. However, the advantages of this 
study included providing some understanding of the sample internationalisation and 
experience in relation to the firms’ export development and their main destinations of 
exports. Moreover, these results are very insightful in the data integration phase with 
the qualitative results, which are discussed in Chapter 5. As for now, a summary table 
of the main findings is presented in Table 4.12. 
 
Table 4.12  
Summary of Study 1 Findings 
Measure Assessment Comments 
Exports Low 25.92% of exporting companies 
Means of 5.25% of export intensity 
Psychic Distance Positive 
Indication 
United States, Portugal and Argentina 
as the main first destinations of the 
SMEs exports. 
Internationalisation 
Development Stages 
Positive 
Indication 
Stage (Interest) scoring above the 
moderate range. Stage 4 scoring lower 
than the moderate range. 
Born Global Negative 
Indication 
Only 2 companies exported before 3 
years of age. Average age when 
exporting: 10 years old 
International 
Exposure from 
Mimetic Pressure 
Positive 
Indication 
Means of each item within the range 
of moderate to high 
International 
Exposure from 
Networks 
Negative 
Indication 
Over 40% of the sample reported no 
interaction outside the firm about 
foreign trade.  
International 
Orientation 
Low Taken together all the items have 
results below average. 
Source: developed for this study   
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4.2 Results from Study 2 
Study 2 was a follow-up case study consisting of semi-structured interviews and 
digital presence observations of the sampled firms. This study contained 7 cases. The 
rationale for the follow up interview questions were derived from the quantitative 
results of Study 1. The specific research questions for this study are outlined below. 
Within-case and cross-case analysis of the cases are presented in the following 
sections in order to answer RQ2 restated below. 
RQ2a: How and why does international exposure affect the internationalisation 
knowledge and the process of internationalisation of SMEs embedded in industrial 
clusters? 
RQ2b: How and why does international exposure not affect the 
internationalisation knowledge and the process of internationalisation of SMEs 
embedded in industrial clusters? 
 
4.2.1 Within-Case Analysis 
The within-case analysis involved a detailed investigation of each case depicted in 
Study 2. It contained a descriptive case study write-up for each of the investigated 
cases (Eisenhardt, 1989). Following Perry’s (1998a) recommendation, the within-case 
analysis preceded the cross-case analysis in order to generate insights (Pettigrew, 
1988). A concise case write-up for each of the cases was performed. This process was 
useful for the researcher in identifying the unique patterns for each case. 
 
The individual, within-case analyses involved a number of issues including the firm’s 
age, point of sales, the number of employees, and the firm’s market positioning, 
market focus, and previous experience with internationalisation and a summary of this 
data is presented on Table 4.13. It is important to highlight that the information 
presented in the following sections has been slightly altered, in accordance with ethics 
procedures as to protect the privacy of firms’ and of its management team. Hence, 
names of the individual managers and of the firms are de-identified. Also, the names 
of firms that were mentioned by respondents in their interview were also de-identified. 
It’s important to remark that these omissions have had not impacted the research in 
any way that would influence the quality of the results presented and its subsequent 
analysis. 
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Table 4.13  
Manager’s and Firm’s Demographic Characteristics  
 Managers’ Characteristics Firms’ Characteristics 
Case # Age Gender 
Education 
background 
Year of 
establishm
ent 
Customer 
type*  
Exports practice Digital presence Description 
IE01 55 Male Vocational 
Education 
Training  
2005 B2B; B2C Extremely rare; has 
performed indirect exports 
via purchases in the 
domestic market. 
Very limited. As the 
firm is a member of 
SINDVEST, their 
contact details are 
shown on the institution 
website. No website 
domain. 
Manufacturing 
company for two 
different positioned 
retail stores. Frequent 
takes outsourcing 
orders. 
IE02 26 Female Postgraduate 
degree  
2008 B2B Extremely rare; has 
performed indirect exports 
via purchases in the 
domestic market. 
Website; Facebook 
page. 
No virtual store and no 
online purchases 
available directly. 
Manufacturing only 
with investment in 
returning customers; 
has recently invested in 
adult-oriented items to 
add value to its 
products. 
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 Managers’ Characteristics Firms’ Characteristics 
Case # Age Gender 
Education 
background 
Year of 
establishm
ent 
Customer 
type*  
Exports practice Digital presence Description 
IE03 35 Female Year 12 2010 B2C; B2B Never exported Website; Facebook 
Page with both retail 
and institutional 
content. Virtual Store. 
Retail-focused firm. 
Environment concerned 
firm.  
IE04 53 Female Year 12 1994 B2C; B2B Rare, has performed both 
direct and indirect export 
via domestic market. 
No website. Facebook 
page directing 
customers to the 
physical store; What’s 
App. 
Retail and 
manufacturing budget 
lingerie. 
IE05 30 Male Year 12; 
Ongoing 
Undergraduate 
degree. 
2005 B2C; B2B Seasonal; 1% export 
intensity. Has performed 
both direct and indirect 
export via purchases in the 
domestic market. 
Website with own 
domain; virtual store; 
actively used Facebook 
page; YouTube channel 
for non-business related 
matters. 
A growing 
manufacturing and 
retail firm.  
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 Managers’ Characteristics Firms’ Characteristics 
Case # Age Gender 
Education 
background 
Year of 
establishm
ent 
Customer 
type*  
Exports practice Digital presence Description 
IE06 32 Female Postgraduate 
degree 
2010 B2B Never exported Website focused on 
brand development. 
Skype.  
Manufacturing only; 
focused on stepwise 
brand positioning. 
IE07 34 Female Year 12  1998 B2C; B2B Seasonal exports; 0.01% 
export intensity; has 
performed direct exports. 
Website with own 
domain, Facebook, 
Instagram, YouTube 
channel; professionally 
developed. 
High quality luxury 
lingerie. 
* Note. The first segment that appears in the column is represents the main focus of the company 
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Case IE01 
Manufacturing Lingerie Company 
Case IE01 is a small Brazilian lingerie manufacturing company located within the industrial 
cluster of Nova Friburgo. The company was established in 2005. Case IE01 was conceived to 
manufacture within the industrial cluster without a retail store to serve local consumers. 
However, the firm grew to have 2 retail stores in different parts of Brazil. Both stores are family 
managed and each focus on different market segments. The first store is designed to service 
“low-end”, customers in a tourist area. The second one is a “high-end” store serving another 
holiday region in Brazil. In addition, the company undertakes contract manufacturing for 
bigger companies in the region.  
 
Case IE01 has a primarily domestic-focused business model with very limited purchases from 
overseas customers. However, the company does not facilitate its exports: the overseas buyers 
organise the export documentation and the shipment.  
 
While the firm aims to grow internationally, it also wants to remain a small company due to 
the heavy tax burden placed on larger Brazilian companies.  
 
The business owner is a very experienced professional with international business background, 
he is aware of the networking possibilities inside the industrial cluster. However, he seems to 
be very reluctant in believing in altruistic actions of local institutions in supporting export 
expansion.  
 
Case IE02 
Manufacturing Lingerie Company – Adult-oriented market  
Case IE02 is a small family owned manufacturing company located in Nova Friburgo. The 
company was established in 2008. Case IE02 manufactures lingerie inside the industrial cluster 
and counts on other retail companies to service their end-consumers. Employing 17 people, the 
firm believes that adding value to the products is the key feature to have repeat purchases.  
 
The company’s website segment their products in three streams: comfort, sensual and kids 
wear. However, the manager’s focus is on adult-oriented lingerie in which erotic games are 
added to retain customers. Case IE02 also has a domestic oriented business with only seasonal 
purchases from overseas customers. The firm aims to grow internationally. However, the lack 
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of internalisation knowledge was reported as their main barrier for export expansion. The 
business management team is clearly focused on the products and on its production rather than 
on marketing their goods. The focus on business-to-business (B2B) is evident with the lack of 
a self-owned retail store as well as no virtual store available for customers. The company relies 
on resellers of their products. 
 
Case IE03 
Sustainable Fashion Manufacturing Company 
Case IE03 is a family based manufacturing company located within the industrial cluster. The 
firm was established in 2010. Case IE03 manufactures fashion products from t-shirts, 
handbags, tea-towels made of 100% recycled materials and supplies end-clients via their 
website and fairs in the region. Employing only 2 people, the married couple have 
manufacturing facilities in their own home. Case IE03 still has a domestic market focus due to 
the limited knowledge of international business and inhibiting factors associated with the 
Brazilian bureaucracy. 
 
 “In order to survive” (IE03, 2015), the firm also manufactures for a range of bigger companies. 
The owners are keen to run an environmentally friendly/sustainable company. They have won 
numerous awards and gained brand loyalty for their environmental focus. The company aims 
to develop international markets as they believe environmental practices are valued more in 
developed countries than in Brazil. The firm believes that the Green awards they have won 
may assist in their overseas ventures.  
 
The management team takes advantages of training, meetings and speeches held to promote 
market expansion. Nevertheless, they consider themselves as outsiders of the industrial cluster 
(which is mainly for lingerie) and don’t see advantages in taking the opportunity to learn from 
other companies within the cluster.  
 
Case IE04 
Manufacturing and Budget Retail Lingerie Company 
Case IE04 comes from a long established family-owned business in the region. The firm was 
established in 1994. The company has grown and has a manufacturing plant and a popular retail 
store within the industrial cluster. Employing 24 people, case IE04 manufactures for their own 
store, and undertakes contract manufacturing for other firms.  
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The business orientation is predominantly domestic. However, 15% of their sales are derived 
from overseas sales since 2006. However, the company relies on customers that purchase 
domestically and ship the goods. These customers were gained via a stand the company used 
to have at the cluster’s main annual event, Fevest. Case IE04 relies heavily on networking to 
keep informed about competitors practices towards internationalisation. Nevertheless, 
company size, limited knowledge about formalities and the lack of a dedicated staff to work 
with export documentation and procedures are the main reasons behind the passive approach 
to internationalisation.  
 
The business owner is very experienced in production and in fashion trends. The company also 
relies on a Facebook page to advertise its new products. 
 
Case IE05 
Manufacturing and Retail Lingerie Company 
Case IE05 is a small lingerie manufacturing company within the Nova Friburgo cluster and 
was established in 2005. The firm growth trajectory is focused on building brand strength; an 
ongoing strategy since its first participation in the annual industrial cluster fair.  
 
Employing 32 people, the company has 1% of its production destined to overseas markets. The 
management team of CASE IE05 has some internationalisation knowledge, such as formalities 
required for exports, and is willing to grow sales into overseas markets. Networking and the 
awareness of domestic market limitations are driving the internationalisation process for this 
company. However, the perceived lack of technical support within the cluster is an issue seen 
as a limiting factor in market expansion. The company informed having more than 50 
international orders pending for completion and has not identified the reason for that.  
 
Case IE06 
Manufacturing Only Lingerie Company 
Case IE06 is a small manufacturing firm located in Cordeiro. The company was established in 
2010 and employs 39 people. The firms’ current investment is on brand recognition for two 
main reasons. First, the company is based on the fringes of the industrial cluster. Second, as a 
young company management team believes in a gradual step-by-step to growth 
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The company is yet to undertake any export sales, however there is an interest in establishing 
direct exports. The business currently focuses on B2B sales as they have no retail point-of-
sales and no retail-oriented production. The manager’s international knowledge, self-reported 
as limited, comes from training and workshop activities developed inside the industrial cluster 
by institutions such as SEBRAE and SINDVEST. IE06 tries to attend all networking meetings 
available and trusts in networking to acquire useful information about competitor’s practice. 
The firm believes that, with its growth, an international presence will be a useful strategy. 
 
Case IE07  
Manufacturing and Boutique Lingerie Company 
Case IE07 is both a manufacturing and retail boutique lingerie firm established within Cordeiro 
in 1998. The firm’s recognised expertise in quality and management practices are a result of 
the firm’s manager’s cumulative knowledge. Recently, the family-owned business needed to 
locate closer to the centre of the industrial cluster due to rapid expansion and growing 
acceptance within the market. 
 
 Employing 65 people, case IE07 is the most experienced exporter, though only 0.01% of its 
sales are derived from overseas markets. The exports tend to be seasonal for the firm and there 
is no active search for additional international customers.  
 
Case IE07 products are high quality and therefore attract a premium price in overseas markets. 
However, the company face competition from the competitor’s low-cost products in the local 
market. Coupled with Case IE07’s medium to high knowledge in internationalisation (e.g.: 
knowledge product and production adaptation, and knowledge about formalities), quality and 
management practices, led the firm to participate in one APEX (Brazilian Exports Promotion 
Agency) project. Regrettably the participation in this event did not accrue any benefit for the 
company.  
 
Case IE07 believes that a systematic and reliable program from the Government would aid the 
firms’ export development.  
 
4.2.2 Patterns of data for each research theme – Cross-Case Analysis 
Cross-case analysis is a useful step to achieving a richer theory building (Yin, 1994) in 
research. This process, intense in analytical capabilities (G. B. Adams & White, 1994; Perry, 
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1998a), adds sophistication and meaning (Eisenhardt, 1989) to the reported results. The 
frequency of statements for each category is useful to justify converging and diverging patterns 
(Eisenhardt, 1989; Perry, 1998a). By adding robustness and lowering potential biases, this 
cross-case analysis is reliant on the process of coding described in Section 3.4.6. 
 
Coding was performed in 3 steps namely thematic table (Crabtree & Miller, 1999), open coding 
(Strauss & Corbin, 1998), categorisation within each theme previously developed (Seale, 
1999). The following sections will provide a cross-case analysis focusing on the patterns of 
data aligned with each Research topic. Table 4.15 below presents the interview protocol 
corresponding question, theme and research focus. Next, a cross-case analysis relating to each 
RQ of Study 2 will be presented.  
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Table 4.14 
Interview Question Topics and Research Focus 
Correspon
ding 
Questions 
Topic Research Focus 
Questions 1 and 2 are opening questions & question 20 is a closing question. 
Set of Questions A – for companies that have already exported in the past 
Q2 Exports rare or ongoing practice IntStages - Awareness 
IntStages - Interest 
Q3 Planned, unsolicited, 
recommendation 
IntStages - Experimental 
Internationalisation Stages Internationalisation Stages 
Q4 Country progress order Country progress order – Ideally 
Q5 Type of Shipping Internationalisation Knowledge 
Q6 IntKnow - Technical IntKnow - Technical 
Q7 IntKnow - Product/Production 
Adaptation 
IntKnow - Product/Production 
Adaptation 
Q8 IntKnow - Payments IntKnow - Payments 
Q9 IntKnow - Customer Overseas IntKnow - Customer Overseas 
Q10 IntKnow - Legislation towards 
internationalisation 
IntKnow - Legislation towards 
internationalisation 
Q11 IntKnow - overseas supplier IntKnow - overseas supplier 
Q12 IntKnow - customer overseas IntKnow - customer overseas 
Q13 IntKnow - collaboration IntKnow - collaboration 
Q14 IntExp - Networks IntExp - Networks 
Q15 IntExp - Networks IntExp - Networks 
Q15a IntExp - Mimetic Pressure IntExp - Mimetic Pressure 
Q15b IntExp - Mimetic Pressure IntExp - Mimetic Pressure 
Q16 IntKnow - overseas demand IntKnow - overseas demand 
Q17 International Orientation – foreign 
language 
International Orientation – foreign 
language 
Q18 International Orientation -  International Orientation - 
Q19 Industrial Cluster location  Industrial Cluster location 
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Set of Questions B – for companies that have not exported in the past 
Q2 Reasons for not having exported 
before 
IntStages - Awareness 
IntStages - Interest 
Barriers to Internationalisation 
Q3 If company has ever attempted 
exports 
IntStages - Experimental 
Internationalisation Stages 
Barriers to internationalisation 
Q4 Country progress order Country progress order – Ideally 
Q5 International Order If order existed and why it was not 
attended 
Q6 IntKnow - Technical IntKnow - Technical 
Q7 IntKnow - Product/Production 
Adaptation 
IntKnow - Product/Production 
Adaptation 
Q8 IntKnow - Payments IntKnow - Payments 
Q9 IntKnow - Customer Overseas IntKnow - Customer Overseas 
Q10 IntKnow - Legislation towards 
internationalisation 
IntKnow - Legislation towards 
internationalisation 
Q11 IntKnow - overseas supplier IntKnow - overseas supplier 
Q12 IntKnow - customer overseas IntKnow - customer overseas 
Q13 IntKnow - collaboration IntKnow - collaboration 
Q14 IntExp - Networks IntExp - Networks 
Q15 IntExp - Networks IntExp - Networks 
Q15a IntExp - Mimetic Pressure IntExp - Mimetic Pressure 
Q15b IntExp - Mimetic Pressure IntExp - Mimetic Pressure 
Q16 IntKnow - overseas demand IntKnow - overseas demand 
Q17 International Orientation – foreign 
language 
International Orientation – foreign 
language 
Q18 International Orientation -  International Orientation - 
Q19 Industrial Cluster location  Industrial Cluster location 
 
4.2.2.1 Participant’s View of Exporting – Managerial Perception of Exports 
The first issue that was assessed in the interview was the respondents' perceptions of 
internationalisation and, more specifically, their perceptions of exports. Besides the use of the 
corresponding questions (2A for companies that have exported and 2B for companies that have 
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never exported), the respondents' perceptions of exports were also gauged from their discourse 
during the interview process. A general agreement by all participants was that the 
internationalisation was positive for the companies. Notably, this positive perception of exports 
was shared by the firms in the sample such as stated by Case IE04 in: “But…is it good that we 
export? Sure it is. Because sometimes it’s a chance to sell better. Like now, the market is bad 
right now. There would be good to export” (Case IE04, 2015) 
 
It was predicted that the firms would perceive the benefits of exports in terms of increasing the 
firms’ productivity and technological advancements. Cases IE01, IE04, IE05, IE06 and IE07 
demonstrated a positive perception of that prediction. The overall comment was that more 
developed and exporting companies “are better” (case IE05, 2015) and “it has multiplied more 
than 10 times. And now, over 60% of their product is intended for export.” (Case IE01, 2015). 
A more comprehensive statement was provided by case IE05 as shown below. Interestingly, 
IE05 manager reported undertaking tertiary studies in business and this has possibly 
contributed to this understanding. Therefore it is possible to support the prediction that these 
SMEs perceive the benefits relating to the internationalisation of firms as stated in Case IE05 
citation below. 
 
 I see the case of exports is a very interesting way for company growth: since 
the type of work is more practical for the company. It is only more difficult in 
the administrative part, that you have to manage the issue of transportation, 
customs, all this, you know? But productively, it is viable because productivity 
tends to be higher. (Case IE05, 2015) 
 
In terms of the favourable currency situation that the Brazilian economy went through in 2015 
(weak currency in relation to foreign currencies), it was predicted that these SMEs were aware 
of the potential opportunities of a lower valued currency to aid in export development. 
However, only case IE05 reported this fact as an opportunity to increase exports. Case IE05 
even criticised himself for not looking for overseas opportunities as can be seen in the following 
quotation: “No I haven’t been looking [for overseas customers] I should though, considering 
the exchange rates. (…) I should be doing this since the exchange rate is really favourable to 
exports now.” (Case IE05, 2015). Therefore, given that just one case perceived this advantage 
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it was not possible to claim an overall understanding of the impact of a weak currency on the 
firm’s internationalisation. 
 
 
Apart from cases IE03 and IE06, all companies had involvement in export activities. 
Nevertheless, only cases IE04, IE05 and IE07 perceived themselves as engaging in exporting. 
The managers within the companies are aware of the challenges of exporting compared to 
domestic market expansion.  
 
“It’s because it’s a hell of a bureaucracy, you know? And the small business does not have that 
much support, right.” (Case IE04, 2015) 
 
Among exporting firms, growth prospects and job creation were highlighted as important 
benefits of export involvement such as stated by IE04: “I believe they [exporting firms in Nova 
Friburgo cluster] have grown the most. They are better in the market.” (Case IE04, 2015). 
 
Case IE07, which is the most experienced exporter, did not consider itself a large exporter. 
Notwithstanding that, the firm was mentioned by another respondent as an example, in terms 
of experience and structure, to be followed towards developing internationalisation. Such an 
experience was evident by the case suggestions or advice for companies to pursue success in 
overseas markets. In order to fulfil the overseas requirements in their specific segment of work, 
the firm pointed out the need to put an effort into quality, quality control, awareness of standard 
measures in the clothing industry, and that with time comes proficiency in the 
internationalisation development.  
 
I think that in order to export, it has to be ... first the company has got to have 
quality. I think the size is very relative in relation to how much one will be 
selling. On having growth or not. They have to be aware of the standard 
measures, in order to achieve this quality requirement for you to be exporting. 
And there has to be a sector to take care of it. Like, a modeller that makes the 
modelling, have an employee who creates the standards ... have to have 
supervision, she has to be on top of everything because if an order is placed 
with the measure 30, all the products must have the measure 30. Then, you must 
have a quality structure. (Case IE07, 2015) 
  
154 
 
Table 4.15  
Summary of Findings of Exports Perception 
 
Source: developed for this study 
 
4.2.2.1.1 Barriers to Internationalisation 
Although not a direct objective of this study, the identification of barriers to internationalisation 
provides additional insight into a firm's internationalisation behaviour. It can be observed that 
many companies do not pursue exports due to the perception of barriers in the 
internationalisation process. From the cases examined for this study, only cases IE01 and IE06 
had a clear position about not focusing on the overseas markets based on the complexity of the 
Brazilian taxation system.  
 
Our company is a small business. We have two stores. And we have some 
customers who are not many, but they are loyal customers and are good 
customers. So, for…if you increase the size of the company, you also increase 
the size of the spending and the size of the problems. So, today, (…) in our 
country staying small is more favourable than trying to grow. (CaseIE01, 2015) 
 
I have a lot of interest, but before I also need to perform some internal 
restructuring, you know? (CaseIE06, 2015) 
 
Case 
number 
Export benefits 
perception 
Recognises 
opportunities related to 
weak currencies 
Perceived barriers to 
internationalisation 
IE01 9   Many barriers 
IE02   Moderate interest 
IE03   Many barriers 
IE04 9   Many barriers 
IE05 9  9  Some difficulties 
IE06 9   Some barriers 
IE07 9    
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The first reason would be the bureaucracy. Because then… and I believe that 
the lack of understanding of the subject. (Case IE03, 2015) 
 
Apart from cases IE01 and IE06, all the other cases were interested in international markets. 
However they pointed to barriers or present justifications for not internationalising. Among 28 
codes and 38 entries the most cited one was the ‘small size’ of the company.  
 
CaseIE01 is a small company. Practically a ‘backyard company’ (…) Because, 
as far as I understand, you need to have…a greater variety of products. And 
also, ready-to-deliver goods. You gotta have it ready, in stock, so that you can 
ship when the customer asks for it. (Case IE01, 2015) 
 
For a small business, it is hard, you know? (CaseIE04, 2015) 
 
Respondents noted that a firm's age and experience could potentially be important in 
overcoming internationalisation barriers. Case IE06 pointed out Case IE07 as a well-
established company because of their experience acquired over the years. This statement was 
confirmed by Case IE07, that is, experience helped their success in overseas sales. 
 
Because there are two companies here in Cordeiro that are well known for 
Lingerie Night. I do not know if you know which ones, they are firm X and Case 
IE07. They have been already exporting for some time. They are well known. 
But they are in the market for 20 years. They are already well established. (Case 
IE06, 2015) 
 
Certainly, the maturity of the company, the years in the market, it counts a lot. 
Of course that counts. (Case IE07, 2015) 
 
It is important to highlight though that the cases that reported important barriers to 
internationalisation (cases IE01, IE02, IE03, IE04, IE06 and IE06) were inclined to overcome 
these barriers if a possibility showed itself. These cases reported willingness to receive training 
or to send staff to training when asked about their interest in languages or technical training 
within the cluster for free or at reduced costs. This positive attitude about overcoming some 
barriers can be seen in the statements below: 
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 I think that particularly, I could not do it. Because I do not have much time for 
that. But I believe that I would have people here going. Some employee. (Case 
IE04, 2015) 
 
Yes, I would, of course. (…) I would prefer the language ones. (Case IE06, 2015) 
 
In summary, the small size of the company, the firm’s age (lack of experience), and the 
bureaucracy were the most cited statements relating to the barriers to these SMEs’ 
internationalisation. Nonetheless, most of them showed a willingness to overcome these 
barriers by means of training if was provided within the cluster-region.  
 
4.2.2.2 Exports Practice  
Study 1, suggested that the firms behaved according to the proposed innovation-related stages 
model. Further information was sought upon how and why these firms followed these stages. 
Special interest rests upon the export development according to the choice of countries to 
export. There was no specific question about whether the firms behaved in stages. Nonetheless, 
cross-analysing the firms’ exports practice with the impact of the intra-cluster dynamics factors 
provided support for the quantitative results (which were indicative of the stage-like 
behaviour). Hence, the internationalisation stages results are presented in the next sections and 
integrated with the quantitative findings in Chapter five. The following sections display the 
results related to psychic distance, de-internationalisation and the concept of born global. All 
of these themes are characteristics of the I-Model proposed in Section 2.3.1.4 section. 
 
4.2.2.2.1 Psychic Distance 
The question on the choice of country destination was undertaken for all the firms, including 
the ones that had never performed exports. For these companies that have had never exported, 
the question referred to the reasons they would choose these destinations over the others. 
Respondents from only two cases (IE05 and IE06) demonstrated knowledge related to the 
international market selection process.  
 
Here, there is a trade show named Fevest. Then, at Fevest people from other 
countries come. And, at time, I had a stand at the fair. (Case IE05, 2015) 
 
  
157 
Today, if I had the conditions to export, I would export to a European country 
(…) where you have like, as far as I know of, you have limited supply of/offer of 
the China-product. (Case IE01, 2015) 
 
It would be the United States. Because of the consumerism. (CaseIE03, 2015) 
 
Case IE06 stated that they would research the demand and supply conditions for their specific 
products and niche markets. Apart from that, it was perceived that no companies had planned 
their exports’ destinations.  
 
If we were to export today, before I would do so some research for me to see 
which market is better absorbing my branch…that’s the lingerie fashion. (…) if 
it were my priority, let’s put this way, I would do a research before. Today, I 
don’t know how... which market would be better for my business. (CaseIE06, 
2015) 
 
Moreover, case IE05 was aware of the benefits of exporting to countries that took part in the 
Mercosur trade agreement due to lower import tariffs. “The exception is Mercosur. We know 
precisely because it is close to here; we know that we are free from taxation and free of customs 
duties in destination countries since they are all part of the Mercosur agreement.” (Case IE05, 
2015)  
 
Aligned with the corresponding literature, it was proposed that SMEs look for psychically close 
countries for the following reasons: 1) culture and language similarities; 2) to overcome limited 
funds with research; 3) because of intra-cluster institutions directions, and 4) networking 
information about buyers. However, all these companies’ exports or intended exports were 
importer-driven, regardless of the country of destination. Cases IE01, IE02, IE04, IE05 and 
IE07 had all been ‘found’ by overseas customers either by browsing inside the industrial cluster 
or from an Internet search. There was the element of passiveness that permeated these overseas 
orders. Therefore, the proposition about intentionally preferring to start exports to psychically 
close countries before venturing to psychically distant ones found no support in this specific 
sample. This finding can be further exemplified in the statements below: 
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[about the order of the country choices] No, it just happened. We had no 
planning on that. The clients just got here by searching on the Internet, or 
something of the genre. (CaseIE05, 2015) 
 
I believe they came from Internet search (…) as I said, it just happened. 
(CaseIE07, 2015) 
 
4.2.2.2.3 De-internationalisation 
The proposed innovation-related model acknowledges the possibility of the companies to de-
internationalise. Two of the cases, (IE01 and IE04) had experienced de-internationalisation. 
Case IE01’s de-internationalisation was closely related to the Brazilian government’s tax-
burden imposed on companies that achieved growth, including via exports as it was expressed 
in the following quote: “if you increase the size of the company, you also increase the 
expenditures and the size of the problems. So, today, in our country, (…) staying small is more 
favourable than trying to grow.” (CaseIE01, 2015)  
 
On the other hand, case IE04 used to perform direct exports. Nowadays, the company relied on 
importers’ search, which had not been as frequent as before because of the hardships of 
exporting and of not having resources to maintain a dedicated staff., which can be seen in the 
following: “On my own, I did some exports. But now, I don’t do it anymore. Because, it’s very 
hard for us to do it.” And “Because it [exports] asks for more things than selling within the 
country itself” (Case IE04). 
 
It is important to note that the possibility of re-internationalisation existed for some companies 
such as case IE04. This company was inclined to venture into overseas markets again if an 
opportunity arose, such as stated in: “Because sometimes it [exports] is a chance to sell better. 
Like now, the market is bad right now. There would be good to export, but…few have appeared 
here to buy.” (Case IE05, 2015). Table 4.17 below presents a summary of the results for the 
exports practice theme. 
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Table 4.16  
Summary of Findings Related to the Exports Practice Theme 
 
 
 
 
 
 
 
 
 
Source: developed for this study 
 
4.2.2.3 Internationalisation Knowledge 
Before proceeding with the presentation of these results it is appropriate to explain the context 
of the Nova Friburgo industrial cluster supporting institutions. There are private and public 
institutions. The main institutions that act within the Nova Friburgo cluster range from class 
associations (SINDVEST), a fashion board (Conselho da Moda) which is composed of 
members of several institutions that act locally and meet regularly, a not-for-profit private 
entity that supports micro and small Brazilian firms (SEBRAE), a state industry representative 
that promotes debates and studies aimed at the development of Rio de Janeiro companies 
(FIRJAN), which is a not-for-profit private entity that supports industries by means of 
professional and technical education (SENAI), the government-owned banks Caixa and Banco 
do Brasil, and the government-owned Brazilian Post.  
 
In Study 1, the self-reporting average score of the surveyed firms in terms of internalisation 
knowledge seemed to suggest a rather modest familiarity. Further interest about this theme was 
threefold: 1) evaluate their perceptions regarding their limited knowledge; 2) investigate the 
internationalisation knowledge acquisition forms and 3) assess the managers’ intentions in 
increasing their internationalisation knowledge.  
 
Cases IE01 and IE03 showed their awareness of the lack of overall internationalisation 
knowledge as one of the reasons for not attempting exports, as can be seen below: 
 
Case 
number 
Psychic Distance Barriers to 
internationalisation 
De-
internationalisation 
IE01  9  9  
IE02    
IE03  9   
IE04  9  9  
IE05    
IE06  9   
IE07    
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I would not have any suggestions to make because of my level of exports; I have 
no knowledge. In the metalworking industry I even had some knowledge in the 
past. (Case IE01, 2015). 
 
(...) because in theory, it is easy. In practice, we have this difficulty. We have a 
lack of understanding… and also opportunities. (Case IE03, 2015) 
 
Further, companies were asked about specific aspects of their knowledge within the 
internationalisation practice, such as financial practices, business culture, collaboration, 
formalisation and paperwork, overseas suppliers, overseas requirements, logistics, product 
adaptation, and the search for customers overseas. 
 
Financial practices was considered the dimension in which the companies perceived lack of 
knowledge. All cases except for IE07 reported a lack of knowledge of financial practices as 
expressed in: “I do not even know if it is a lot harder. I believe that this is not a very easy 
process, but I have no idea.” (Case IE02, 2015) and “The payment is also a little complicated.” 
(Case IE04, 2015). 
 
Another important issue identified by respondents was the lack of international knowledge such 
as: business culture, gaining overseas distributors, and logistics. Despite this, optimism about 
the technological and integration advancements were presented as possible solutions for the 
barriers reported by cases IE01 and IE03. 
 
Yeah, today... the payment would be made by these companies "safe pay" 
[‘pague seguro’ is a common practice in Brazil for online payments, the 
customer pays. The money is held on the website and the customer only releases 
the payment when he receives the goods] that exist in various shopping 
websites. (Case IE01, 2015) 
 
I believe that today, with all the technology that we have, I believe it would not 
be difficult. Even because, we have so much there now, on the Internet. It gives 
us so many possibilities. (Case IE03, 2015) 
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Product adaptation was perceived as easily achieved. All the cases were willing to perform 
product adaptation if it became necessary to export. This finding can be considered indicative 
of a pursuit for growth by these firms. Only case IE06 reported some caution in terms of 
performing the adaptation according to its limited production capacities.  
 
I would be willing to adapt for reasons of design or to adapt to the requirements, 
rules of the destination country. (Case IE03, 2015) 
 
there are some countries where part of their modelling is completely different 
from ours. So, well, if it will not disfigure the product…Because I might have a 
model that I would have to redo it all. (…) I can try to adapt. (CASE IE06, 
2015)  
 
In terms of the acquisition of internationalisation knowledge, previous experience and 
supporting institutions have shown to be the main source of information and knowledge. No 
company reported acquiring internationalisation knowledge due to hiring staff that had 
internationalisation experience. Also, case IE01 reported that he did not learn directly from 
competitors, which was expected. However, the manager of case IE06 explained how she took 
advantage of networking meetings to acquire information and to proceed to research on the 
topic of internationalisation as in: “I’m trying to observe. I just keep observing. I just watch. 
(…) For example, these three [overseas] companies that have been to Fevest [in 2015], from 
what I’ve learnt, every year they come.” (Case IE06, 2015). 
 
In relation to the intra-cluster supporting institutions, case IE05 reported that they were 
inefficiency in providing the necessary support for SMEs. Also, case IE06 there was possible 
bias in this support, which is aligned with Brazil’s historical scenario of corruption. 
 
Hum...I don’t know, I don’t know what to tell you. We have already had help 
from the unions. FIRJAN, SEBRAE, you know? These institutions help in 
consultancy but it is really deficient. (Case IE05, 2015) 
 
I do not know if it is their interest, for those who make the speech. ‘Oh, the 
government has an interest that we export by Post. So, theoretically, everything 
will be easier by mail. (Case IE06, 2006) 
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In relation to the manager’s intention to upgrade their internationalisation knowledge, all the 
cases that reported a lack of internationalisation knowledge (Cases IE01, IE02, IE03, IE04, 
IE05 and IE06), indicated their willingness to receive training as explained in the observations 
in Section 4.3.2.2.2 (Barriers to Internationalisation).  
 
Table 4.17  
Summary of Findings Related to the Internationalisation Knowledge Theme 
Case 
number 
Perception of limited 
knowledge 
Acquisition Intention to Upgrade 
IE01 9  Previous experience 9  
IE02 9   9  
IE03 9  Supporting institutions 9  
IE04 9  Previous exports and 
supporting institutions 
9  
IE05 9  Previous exports and 
supporting institutions 
9  
IE06 9  Supporting institutions 9  
IE07  Previous exports  
Source: developed for this study 
 
4.2.2.4 International Exposure  
The theme of international exposure was investigated in three ways by determining the: 1) 
perception of the benefits of networking meetings and network ties, 2) acquisition of 
information on competitor’s internationalisation from network partners, 3) overall feelings of 
the managers in relation to the competitor’s internationalisation. These investigations were 
encompassed in the assessment of the network ties and of the mimetic pressure that are 
presented in the following sections. Awareness about a competitor’s internationalisation was 
the main topic of investigation relating to international exposure by network ties. Companies 
were then asked if they knew about their competitors within the cluster that performed any kind 
of exports. Then, in cases where they were aware of an exporting firm, they were asked about 
how they got access to that information and how they felt about that firm. 
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Only cases IE02 and IE03 reported not being aware of any competitors’ internationalisation. 
Cases IE01, IE04, IE05, IE06 and IE07 reported that they received information about 
competitors’ internationalisation by means of their network ties. Hence, knowledge about 
competitors’ internationalisation was met in 5 of the 7 assessed cases. Therefore, it is 
reasonable to infer that international exposure was acknowledged by the investigated SMEs.  
 
Look, at these Fevest meetings, I realised there are. There a lot of companies 
exporting already. (Case IE06, 2015) 
 
I think that company Y, if they haven’t done it yet, I think they will do it now. 
Exports (…) This I learned from the trade show information... Among 
entrepreneurs... That they actually had buyers from outside. (Case IE07) 
 
“(...) once I bought a car from an owner that exported 100% of his production. 
This was one that I have met. (Case IE05, 2015) 
 
 
4.2.4.1 Networks Ties 
The network ties theme investigated the managers’ intensity of their networking activities, 
whether they engaged in networking activities and their perceptions about the perceived 
benefits. Except for case IE01, all the firms reported a willingness to attending meetings and 
engage with supporting institutions and competitors such as in, “I even went to a few meetings. 
(…) I began to realise that they are a much closed group. (…) So I stopped attending these 
groups.” (Case IE01, 2015) and in “Yes, I usually go. Every month, it’s on the first Monday.” 
(Case IE04, 2015). 
 
Cases IE01 and IE05 reported that they acquired important information outside the formal 
intra-cluster meetings which aligns with the findings in the literature. Case IE06, on the other 
hand, showed the importance of mingling in the network meetings she attended and getting 
valuable information for her company. 
 
Once I bought a car from an owner that exported 100% of his production. (Case 
IE05, 2015) 
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This company belongs to the brother of someone I know. (…) a company of such 
a size [small] exported to so many countries. (Case IE01, 2015) 
 
I’ll ask, I’ve never done it. In one of these I found out those things. (Case IE06, 
2015) 
 
Cases IE01, IE02, IE04, IE05 and IE07 did not mention added benefits from investing in 
attending networking meetings.  
  
Every month, it is on the first Monday. There are months in which you cannot 
go because of the workload. (Case IE04, 2015) 
 
We usually go the SINDVEST meeting, actually, SEBRAE… (Case IE07, 2015) 
 
Oh, sometimes I go to the SINDVEST ones. (Case IE02, 2015) 
 
On the other hand, cases IE03 and IE06 that were the companies that had never performed 
exports stated that they had attended all the possible meetings and outlined the possible benefits 
that they had accrued. Overall, for this sample there was an indication that non-exporting firms 
were more prone to attend networking meetings because they expected more benefits from 
them: 
 
They have many events, many speeches. (…) And all of those events, speeches 
that might add something to us, we’re always looking forward to attend. 
Besides, we are also seeking qualifications, making progress. We are always 
seeking to innovate. So, we are always in search of these fairs too, we also try 
to participate. (Case IE03, 2015) 
 
I went to several meetings (…) I started researching; I began to see how that 
works: the issue of exports. (Case IE06, 2015) 
 
The case analyses suggested that these SMEs had a moderate investment in their networking 
practices within the cluster. Besides, as outlined by cases IE03 and IE06, many opportunities 
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can be unveiled within these networking meetings. However, no recognition of these benefits 
was outlined by the other cases.  
 
Table 4.18  
Summary of the Finding Related to International Exposure From Network Ties 
Case number Investment in networking 
practices 
Perceived benefits obtained from 
networking practices 
IE01   
IE02 9   
IE03 9  9  
IE04 9   
IE05 9   
IE06 9  9  
IE07 9   
Source: developed for this study 
 
4.2.4.2 Mimetic Pressure 
The mimetic pressure theme aimed to investigate if the SMEs suffered some kind of pressure 
to mimic intra-cluster competing firms that were perceived to have performed exports. The 
interviews specifically focused on assessing these firms’ mimicking intention, that is, they were 
asked about their views of their exporting competitors. These internationalised companies were 
perceived well by all the cases. However, there was no indication of the mimicking intention. 
Apart from case IE06 that tried to understand the key to these competitors’ success.  
 
Look, I would tell you the following. I would say I feel good where I am. If I 
could get there where he is, of course, I'd be very happy. But I admire them. 
Because, for some reason, they did some investment. ... Some…they have 
invested in a product that worked. I usually say that they were in the right place 
at the right time. That not everyone is in this condition. (Case IE01, 2015) 
 
In fact, this company with one of those ... I had contact ... the owner of the 
company is the brother of the single buyer that the company has. The buyer has 
  
166 
a chain of shops in the US and [inaudible] and manufactured here. So ... pretty 
much, it is a family business that dominates the entire chain. (Case IE05, 2015) 
 
These are [exporting] firms that have people who can work with exports, who 
can prepare everything inside the company. (Case IE04, 2015)  
 
Overall, the analysis suggested that the mimetic pressure proposition was not evidenced among 
the Nova Friburgo industrial cluster SMEs. The firms showed progress in the process towards 
imitation. SMEs identified successful competitors, perceived them in a positive manner and 
acknowledged that internationalised firms were well-perceived by others. However, the most 
striking result to emerge from the data was that these managers valued more the ability than 
the willingness to mimic. Except for case IE07 that was quite more developed in exports than 
the other cases, only case IE05 reported that the already internationalised firms were not better 
in performance than his firm, as can be seen in “Each one is seeking an alternative opportunity. 
(…) They do not [have any features that makes it easier/harder for them to try overseas 
market]” (Case IE05, 2015). Hence, there was strong evidence that these firms undertook a 
cautious approach towards export mimicking in which ability was a barrier to imitation 
willingness.  
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Table 4.19  
Summary Findings Related to International Exposure from Mimetic Pressure 
Case 
number 
Internation
al exposure  
Source of 
information on 
competitors 
internationalisa
tion – networks 
Perceived 
ability to 
internationali
se* 
Perception of 
own products 
in terms of 
overseas 
markets 
requirements 
Mimetic 
pressure 
IE01 Yes 9  No ability Positive Did not suffer 
IE02 No   Positive  
IE03 No   Positive  
IE04 Yes 9  No ability Positive Did not suffer 
IE05 Yes 9  Ability Positive Did not suffer 
IE06 Yes 9  No ability Positive Moderate 
Interest 
IE07 Yes 9  Ability Positive Did not suffer 
Note. *This question was only asked for respondents who could compare successfully 
internationalised firms with their own. 
Source: developed for this study 
 
4.2.2.6 International Orientation 
In accordance with the literature, it was predicted that higher levels of international orientation 
would lead to higher levels of internationalisation of the companies. The average international 
orientation of managers within the firms was similar. No manager reported fluency in a second 
language, only one had experience in foreign trade from previous jobs (case IE01), and none 
of the managers was born nor had lived overseas, and only two had tertiary education.  
 
Interestingly, all cases agreed with the importance in mastering a second language in order to 
succeed in international markets. 
 
Either speaking [another language] or having someone who does to 
intermediate the situation. (CaseIE02, 2015) 
 
Certainly. That’s why I cannot export here. We have no one to talk in another 
language. (Case IE05, 2015) 
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Mastery of a second language was considered important during the negotiation phase with an 
overseas customer. Two of the cases reported that speaking another language would help create 
a bond with the customer and, therefore, lead to the success of the business venture.  
 
Already in the negotiation phase. Because there’s no way... how am I going to 
deal with a person I cannot speak the language? There is no way. (CaseIE06, 
2015) 
 
I think the fact you can communicate with your buyer in a more intimate way, 
influences in almost 80% of the business. The buyer could talk to the owner of 
the company or even to the director, a manager, someone who can give him 
attention…not a translator. I think it’s more…it creates a bond with the 
customer. (CaseIE05, 2015) 
 
The most experienced case in internationalisation, case IE07, also pointed out the need for the 
language for contract purposes.  
 
I think that…of course, today if you have no one to talk, you hire someone to 
make this communication, but it’s not the same thing as you being side-by-side 
responding to the person. So, I think the customer contact. (…) if there a 
contract to be signed, something like that. It is important that you know what 
you are doing. (CaseIE07, 2015)  
 
Overall, English was the most frequently mentioned language followed by Spanish, and there 
was a comment that referred to Mandarin: “Not only English but also, today, the language of 
China, which is the Mandarin, right? And…and Spanish as well. (…). Because other than that, 
you are swallowed. “(CaseIE01, 2015) 
 
In regards to willingness to undertake training in IB, the issue of a second language raised again 
and was presented as the most important option for training purposes.  
 
“I see that, first, the languages course ones. I would do them all. But languages first because 
we miss that.” (CaseIE03, 2015) 
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Apart from case IE07 that had dedicated staff for export-related sales, all cases were willing to 
train or send someone from the company to train if the option was available for free or at low 
cost. Nonetheless, two cases, IE01 and IE04, indicated their unwillingness to receive training. 
The manager of IE01 pointed out that he was too old to be trained and the manager of IE04 
showed concerns in relation to the workload within the firm.  
 
In summary, it can be said the proposition was found to be supported for this sample for two 
reasons. First, the cases perceived that fluency in a second language or having an employee 
who could speak a second language was positive for their firms’ internationalisation. Second, 
there was an overall willingness to receive training to improve the relationship with an 
international customer and achieve success in exports. Overall, the cases had a positive attitude 
towards short-term, manageable issues related to international orientation. 
 
Table 4.20  
Summary of Findings Related to the International Orientation Theme 
Case number Recognises 
importance of 
second 
language 
speaking 
Willingness to 
train 
Favourite option in training 
IE01 9  9  Languages 
IE02 9  9  Languages 
IE03 9  9  Languages 
IE04 9  9  Languages 
IE05 9  9  Languages 
IE06 9  9  Languages 
IE07 9    
Source: developed for this study 
 
4.2.2.7 Industrial Cluster Location 
Aligned with the industrial cluster literature, it was predicted that networking, 
internationalisation knowledge diffusion and information about competitors’ activities would 
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be the main perceived benefits for the firms in terms of internationalisation for a firm located 
within a cluster.  
 
The question on the cluster location was purposefully open in order to gauge the divergent 
perceptions in relation to Nova Friburgo industrial cluster. Four categories were examined: 
birth-related reasons for location, environmental reasons, advantages of the location, and also 
problems associated with the location. All of the cases indicated locations within the industrial 
cluster were related to birth, childhood and family reasons. In addition, two cases (IE01 and 
IE03) highlighted good climate and an abundance of green spaces as secondary reasons for 
locating within the cluster.  
 
Among the advantages of locating within a cluster, as expected, the firms’ pointed out the easy 
availability/access to materials and inputs supplies, customers, skilled labour, training options 
tailored for the industry, and support from local institutions, both in terms of quality and 
technical knowledge towards exports:  
 
 “They come here in Nova Friburgo because in here there’s a lingerie cluster, you know, so 
they purchase at several factories.” (Case IE04, 2015)  
 
... an American client hanging out here by the region, looking for bikinis, 
eventually ended up falling here in the company. And, he came to buy, did some 
shopping. (Case IE05, 2015) 
 
I chose Friburgo due to the weather, but also because of the supply of raw 
material to manufacture lingerie in Friburgo. I think it’s the largest in Brazil. 
It’s where you find more varied products to do whatever you want to do, right. 
(Case IE01, 2015)  
 
Case IE02 even pointed out their awareness about difficulties that other firms experienced due 
to their location outside the industrial cluster.  
 
The location of the company is because of the fact that we live here…and 
because of available labour, inputs. (…) We know other companies that are far 
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from the centre of the cluster and they have some difficulty with that. In terms 
of transport, supply of raw materials, labour, work. (Case IE02, 2015) 
 
Some respondents identified competition over skilled labour as the major concern shown by 
case IE06 which was located on the fringes of the cluster. While this firm did not face 
competition for skilled workers in the council where their manufacturing plant is located in, 
they aim to open an outlet in the industrial cluster centre because “Like it or not, buyers go 
there. They do not come here. Nobody comes, very few know Cordeiro” (Case IE06, 2015).  
 
It is important to note that, the findings differ from the prediction that networking, knowledge 
and information spillover as the main benefits of being co-located within the industrial cluster 
of Nova Friburgo. Family reasons rather than strategic positioning led all these SMEs to be 
located in the cluster region. The cases perceived the benefits of their location. However, they 
were mainly related to customers’ recognition of the cluster and the availability of supporting 
industries. Once again, the element of passiveness was present in this sample.  
 
Table 4.21  
Summary of Findings Related to the Industrial Cluster Theme 
Case number Most perceived attribute of the cluster location  
IE01 Environmental conditions; supplies 
IE02 Supplies, transport 
IE03 Environmental conditions.  
IE04 Family reasons 
IE05 Family reasons 
IE06 Consumers, skilled labour 
IE07 Family reasons 
Source: developed for this study 
 
4.2.2.8 Digital Presence Observation 
Although no propositions were made in relation to the cases’ digital presence, this analysis, 
coupled with the results of the analyses of the interview data, were insightful for this research. 
Interview data showed that although all the companies perceived exports as beneficial and had 
an overall interest in the activity, no firm actively sought for international customers. Coupled 
with this was the finding that they were mainly importer-driven. 
 
Five of the cases had their own domain website (IE02, IE03, IE05, IE06 and IE07). Among 
those, only two had virtual stores (IE03 and IE05). Moreover, only three of the cases provided 
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and used registered domain email addresses (IE04, IE05 and IE07). The other firms relied on 
free email providers for communication with customers. 
 
IE04 relied on a company Facebook page that was merged with the owner’s personal Facebook 
page to advertise products, with the clear purpose of attracting customers to their retail outlet. 
Compared to the other websites and product photographs, it can be outlined that the company 
aimed at a budget-oriented public. Although IE04 seemed to maintain a registered online 
domain, as evidenced in the firm’s email communication, the website was not active. Hence, 
if either a domestic or an overseas customer attempted a sales contact it was likely to be 
unsuccessful. The company also made a WhatsApp number available for customer contact.  
 
Case IE06 did not sell retail and took advantage of their website to display their lingerie to B2B 
consumers. Moreover, the company had a very well-produced website with professionally 
taken photographs. The company also had a hardly-used company Facebook page and provided 
a Skype address for customer communication. Although the company provided a website 
section for customers’ communication, the advertised e-mail address relied on free email 
service providers. 
 
Case IE01 has no digital presence. For sales, the company relied on the differently positioned 
outlets and on B2B loyal domestic customers. The company also did not have a registered 
domain to receive emails from customers, relying heavily on free services for this 
communication. One of the reasons for this may have been that “lately, I have not really opened 
the company’s email. That’s because I’m not expecting to get anything on it, so I will not open 
anything there.”(Case IE01, 2015). 
 
Case IE02’s well-produced website displayed their whole collection. A Facebook page with 
quite a good number of followers also contributed to the products’ exhibition. However, the 
company also did not perform retail sales. It was perceived that they redirected customers to 
resellers’ website. The company also relied on free email service providers for customers’ 
communication. Moreover, the company made a Skype address available for contact.  
 
Case IE03 relied heavily on their website both for retail and institutional purposes. The page 
had a professional and user-friendly layout. Moreover, differing from the other cases, this 
company also invested in an institutional presence within the community and showcased their 
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products and awards on the website, on the company’s Facebook page, their business YouTube 
channel, Twitter and Instagram.  
 
Case IE05 had a well-developed website page with professional photographs and models to 
attract buyers for both their virtual store and physical outlet. The company also had a company 
Facebook page to showcase their collections, and advertised a YouTube channel on the 
website, but this one was clearly for personal purposes of the firm’s manager. 
 
Case IE07 went a step further compared to the other cases in terms of digital presence. A very 
well-produced website, Facebook pages, Instagram, and YouTube channels were available for 
the customers. The firm showcased their collection mostly by professionally recorded videos. 
Alongside the good production was the concern with customers that can be observed in 
providing Google maps location and phone messaging.  
 
Despite not one of the websites or Facebook pages offering the option of a second language 
access, interview data showed that two of the cases (IE05 and IE07) had received international 
orders derived from Internet searches. In addition, case IE03 stated that in spite of not focusing 
on exports and not searching for overseas customers, she would be willing to fulfil an order 
that came through their website, case IE03 stated that “with this website also live that ... that 
can reach final customers, there could be dealers ... but the final customer as well” (Case IE03, 
2015). Therefore, the findings suggested that one important fact to be added to the findings is 
that a digital presence, and well-produced visual material can attract importers to the sample 
companies.  
 
4.2.2.9 Patterns of data for relevant results that were not planned from the 
literature review 
The literature review of this research attempted to be comprehensive within the allocated word 
limits for the Masters thesis. However, some aspects were not covered. The display of this 
section in a thesis in aligned with the proposed structure presented by Chad Perry (Perry, 1998a, 
1998b) in which relevant patterns may have arisen at the data collection stage that were not 
planned in the literature review section. These aspects were the importance of trade shows for 
these firms’ internationalisation and the role of government policies. Although these themes 
were approached in the literature review chapter as important they have received greater 
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attention from the respondents. For this sample, trade shows were recognised as a very 
influential practice to increase network size and to raise awareness about new opportunities. 
Moreover, government policies were perceived to influence the internationalisation practices 
of SMEs (Shamsuddoha, Ali, & Ndubisi, 2009). The following sections demonstrate the firms’ 
perceived role of these two themes.  
 
Trade Shows 
Cases IE03, IE04, IE05, IE06 and IE07 highlighted the importance of trade shows such as 
Fevest during the interviews. Besides the Fevest, other larger fairs were mentioned by cases 
IE06 and IE07.  
 
The discussion on trade shows arose during the interviews in relation to access to customers 
and brand visibility. Indeed, many buyers come from outside the cluster and from overseas. 
Supporting quotations from respondents related to the trade shows importance are in Table 
4.25. 
 
The responses to this study highlight the importance of trade shows with 18 citations indicating 
their importance. In comparison, statements related to networking meetings (n = 14) and 
networking partners (n = 7) within the theme, international exposure from networks. Trade 
shows were also effective for this sample because the firms received tailored training by the 
supporting institutions, as can be seen in the quotations in Table 4.23. The following quotations 
endorsed this importance for the Nova Friburgo cluster SMEs.  
 
  
  
175 
Table 4.22  
Quotations Related to the Importance of Trade Shows for the SMEs 
Case number Supporting quotations 
IE03 “besides the ones here in Friburgo, we attempt to attend trade shows in 
Sao Paulo and in other places.” 
IE04 “It is because here, there is a fair named Fevest. Then, at Fevest, people 
come from other countries. And, at the time, I had a stand at the fair. At 
the Fevest, right. Then, I had access to two buyers from outside. Then I 
sold a few times for them” 
IE05 “Yeah, Fevest actually, it’s a fair of ups and downs for the companies. 
That's what I see once, some years it is a very good year and some others 
it is very bad. The year in which it is very good for me, it is not good for 
others. But it is a fair vitally important for the cluster because it brings the 
buyer up here. And sometimes, many buyers we could not be reaching 
them. Ah ... the fair gives visibility to the brands. It raises the level of the 
brand, since it creates a vision of the company that the customer does not 
have until he sees something of the company, sees ... a store, sees a stand. 
The client has a very different vision because usually he only gets to see 
the product catalogues, from the company.” 
IE05 “Negotiation rounds or…not negotiation, but preparation for Fevest. We 
follow, we are together.” 
IE06 “I have participated in the Fevest, Nova Friburgo. So, it’s very regional, 
okay. People from Rio, from Friburgo, the region around here, the 
southeast, let’s put it this way. But I had three companies visiting us that 
already buy in Nova Friburgo, that were there for us. (…) I had a visit 
from some people from the Bahamas, very interested in exporting. (…) I 
had a customer from Italy. I had someone from Switzerland.” 
IE06 “at this training I had in Friburgo, because of the Fevest” 
IE07 “Because as we also exhibited at the fair in São Paulo, and the expense is 
too large, the cost is too large, it is impossible we participate in two 
exhibitions. And they happen very close in time to each other. Then I had 
to make a decision to choose. And what happens? In Sao Paulo, the 
companies involved have roughly the same price niche we do.” 
Source: developed for this study 
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Government Policies 
The importance of government policies influencing the internationalisation of SMEs is 
recognised in the literature (Ayob & Freixanet, 2014; Finchelstein, 2010). Moreover, the 
geographical co-location of firms within an industrial cluster accommodates for tailored public 
policies for the development of the firms. All the cases reported not searching for overseas 
customers as a reason either for not attempting to export or as justification for a lower 
performance in the overseas markets. This statement was present in all the interviews and was 
presented 12 times inside this category (reason for attempt or no increase). Interestingly all of 
these cases reported interest in exports during the questionnaire phase of this research and a 
positive perception of internationalisation during the interviews. Coupled with this were the 
following barriers to export presented by cases IE02 and IE03 of the lack of opportunity and 
the lack of access to overseas markets:  
 
... directly, I never had access to the outside market. (Case IE02, 2015) 
 
We lack understanding…and also opportunities. (Case IE03, 2015) 
 
As stated before, the companies that had their products sent to overseas countries (cases IE01, 
IE02, IE04, IE05 and IE07) were passive in the process of internationalisation. These firms 
received either an unsolicited order, a visit from an international customer or had met an 
importer in a local trade show. Table 4.24 displays supporting statements for this non-proactive 
situation. 
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Table 4.23  
Supporting Quotations About the Lack of Proactiveness of the SMEs 
Case 
number 
Quotations 
IE01 “Our goods, they have gone to Africa. The IE01 has come to Africa. Only it 
was not exported directly by the IE01. It was through another company. Today, 
we are not working together anymore. I manufactured the product here. The 
internal label was from IE01. The presentation tag was from IE01, but he was 
sent through another company” 
IE02 “Actually, today I export. In fact, some customers buy goods from me to export. 
I have customers purchasing to send to Angola as well. The majority is for 
Africa” 
IE04 “There is a fair named Fevest. Then, at Fevest, people come from other 
countries. And, at the time, I had a stand at the fair. At the Fevest, right. Then, 
I had access to two buyers from outside. Then I sold a few times for them, but 
there is also so ... For small business it is hard, you know?” 
IE05 “Actually, it happened. It was an unpredicted order. It happened…the first time 
that we exported…an American client hanging out here by region, looking for 
bikinis, eventually ended up falling here in the company. And came to buy, did 
some shopping, but today it ... paralysed” 
IE07 “Yes, It depends on clients happening. Sometimes a customer comes, buys 
once, buys really for exporting purposes ... It is not a full container, but that's 
how he buys a big amount. Then it takes a while for him to come back to buy.” 
Source: developed for this study 
 
In terms of product acceptance by overseas markets, all the cases believe their product features 
would be well received in overseas markets because of the quality, finish, and shape. 
 
In summary, the overall perception of these companies involved a lack of opportunity, no 
search for overseas customers, positive perception of their products by overseas customers, and 
exporting whenever an international customer sent an order demonstrated a state of passiveness 
towards internationalisation. Therefore, in the search for a pattern to justify this passiveness 
the claim for government policies related to exports was highlighted by all the cases with the 
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exception of case IE06 (had performed no exports so far). The main citations related to claims 
for government policies are displayed in Table 4.25. 
 
Table 4.24 
Supporting Statements for Government Policies Claim 
Case number Quotation 
IE01 “Our company is a small business. We have two stores, and we have 
some customers who are not many, but they are loyal customers and are 
good customers. So, for ... If you increase the size of the company, you 
also increase the size of the spending and the size of the problems. So 
today, in our country, though you are away from Brazil for some time, 
in our country staying small is more favourable than trying to grow” 
IE03 “I ... I believe it [speaking a second language] is not mandatory. But ... 
it makes it much easier. I ... I., for example, I don’t speak other languages 
and I really miss it. A course that I would make would be the English 
and the Spanish. So, I see that is very much needed yeah because when 
you enter an international website ... what do you know there? And so ... 
you are to negotiate, I see that it would not be mandatory. Until today 
because you have several tools, but ... it helps a lot”  
 
“I would add that I and this ... you do not have another language, you do 
not speak another language, and ... it does collaborate much with exports. 
Because it would be much easier for you to contact the customer and ... 
from other countries, if you fluently speak the language of the customer. 
So, I see that it greatly harms us accordingly.” 
IE04  “It's because it [exporting] is a hell of bureaucracy, you know? And the 
small business does not have that much support, right.” 
IE05 “Hum. I don’t know, I don’t know what to tell you. We have already had 
help from the unions. FIRJAN, SEBRAE, you know? These institutions 
help in consultancy but it is really deficient.” 
IE06 “Well, it’s not that I had no chance. Because my business is part of the 
Nova Friburgo intimate fashion cluster. Last year, for example, we had 
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a lot of encouragement. (…) mainly by Post, so…I started researching; 
I began to see how that works, this issue of exports.” 
IE07 “I think, as I told you, we are very much into customer search, or he ends 
finding out about us via the Internet. And maybe, I think it could be done, 
not only in ... events like Fevest or FENIM in São Paulo. But a research 
job should be done, I cannot identify for which institutions it could aim. 
To seek those customers who were interested in Brazilian products: 
bikinis, lingerie and so, through a study of the manufacturing firms, there 
should be a list of these factories that would be prepared to be producing, 
to be providing for them. Prospect (…) But, for example, we have 
participated in APEX once, but it did not ... I think you have to do a 
major project and actually with a qualified company to be there with the 
product, it really appears to the business, right. Or halfway to direct 
purchases companies what customers are seeking. One firm has 
contacted us, we forgot the name given to the company that is chosen in 
Brazil for her search for a network out there, just like 'oh, I want lingerie'. 
Already she had people who even contacted the people who already do 
this exchange. For example, they do not earn anything from us. The 
person who pays them is from outside the company, it is company that 
hired them” 
Source: developed for this study 
 
4.2.2.10 Cross-Case Analysis of Research Question 2a and 2b 
A comprehensive summary of the findings related to the main constructs of the research 
questions can be found in Table 4.26. Research question 2a investigated the reasons that the 
international exposure affects the internationalisation knowledge and the process of 
internationalisation of the SMEs within the industrial cluster of Nova Friburgo. On the other 
hand, RQ2b, looked at how and why international exposure does not affect the 
internationalisation knowledge and the process of internationalisation of SMEs.  
RQ2a: How and Why does international exposure affect the internationalisation knowledge 
and the process of internationalisation of SMEs embedded in industrial clusters? 
RQ2b: How and Why does international exposure not affect the internationalisation 
knowledge and the process of internationalisation of SMEs embedded in industrial clusters? 
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As both research questions are interrelated, the best approach is to answer them jointly. Based 
on what has previously been discussed for each theme, the following conclusions were drawn 
from the findings. A summary presented in Table 4.26. 
1) Overall the companies were partially affected by the intra-cluster international 
exposure. 
2) International exposure from network ties was present within the sample in the sense 
that the cases had come across knowledge about their competitors’ internationalisation 
by means of their ties. These ties were mainly informal and weak. 
3) Mimetic pressure was not positive within the sample. Only case IE06 reported moderate 
interest in applying the vast amount of information when the right moment of her 
internationalisation comes. 
4) International exposure from network ties does affected the internationalisation 
knowledge to a certain extent. All the cases have mentioned the supporting institutions 
as a resource to increase knowledge. Moreover, many reported turning to them when in 
doubt in performing exports.  
5) The main reason that international exposure from network ties did not affect the 
internationalisation process of the firms was because of a lack of willingness. The 
results showed that the industrial cluster contained some frequent networking activities. 
However, apart from cases IE03 and IE06, there was no indication of investment by the 
managers in this practice. Moreover, the SMEs claims for supporting government 
policies in order to further develop their internationalisation. 
6) The main reason that mimetic pressure did not affect the internationalisation knowledge 
and the internationalisation process of the firms was because of the perceived barrier to 
internationalisation. SMEs were aware of other firms’ internationalisation, and 
considered them positively. However, they did not mimic these companies by the 
justification of their size, age and supporting staff to develop the required tasks for 
internationalisation. 
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Table 4.25  
Summary of the Main Findings Related to International Exposure 
Case 
number 
International 
exposure 
International exposure from networks Mimetic pressure 
Source of 
information 
on 
competitors  
Supporting quotations pro 
network 
Supporting quotations against 
network 
Status Supporting quotation 
IE01 Yes 9  “This company belongs to 
someone related to someone I 
know. (…) a company of such a 
size exported to so many 
countries.” 
“I even went to a few 
meetings. I just realised…I 
began to realise that they are a 
much closed group. They did 
call to state in some kind of 
record of them that they were 
inviting people to participate.”  
Did not 
suffer 
“I would say I feel good where I am. 
If I could get there where he is, of 
course, I’d be very happy. But I 
admire them. Because of some 
reason, they did some 
investment…Some...they have 
invested in a products that worked. I 
usually say that they were in the right 
place at the right time. That not 
everyone is in this condition.” 
IE02 No      
IE03 No      
IE04 Yes 9  None None Did not 
suffer 
“They are better in the market. (…) 
These are firms that have people who 
can work with exports, who can 
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prepare everything inside the 
company” 
IE05 Yes 9  “We follow, we are together. 
(…) And we end up listening 
about others like that, in 
informal conversations, you 
know.” 
None Did not 
suffer 
“Each one is seeking an alternative 
opportunity. (…) They do not [have 
any features that makes it 
easier/harder for them to try overseas 
market]” 
IE06 Yes 9  “Look, at these Fevest meeting, I 
realised there are. There are a lot 
of companies exporting 
already.”  
“It is internal. So I noticed it 
(...) ‘Oh, I am exporting’, and I 
know you are not. I’m probing 
ahn. ‘Oh, how nice you are 
exporting, how is it?’ I’ll ask, 
I’ve never done it. In one of 
these I found out those things. 
And I say: ‘Oi, but you are 
exporting to Foz do Iguacu?’ 
She is not exporting anywhere. 
She is selling out here.  
Moderate 
Interest 
“most of them are in the market for a 
long time. (…) These exports they 
say they have, these are like the ones 
that I’ve told you about, they are 
indirect exports. I’m willing to go to 
the other line [direct exports]” 
IE07 Yes 9  “This I learned from the trade 
show information. Among 
entrepreneurs.”  
None Did not 
suffer 
“Oh, cool. Because bikinis are very 
well accepted outside.” 
 
Source: developed for this study
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4.3 Conclusion 
This chapter presented the description of the quantitative results the first study of this 
research and its limitations due to the low response rate. Some insightful results were 
then summarised in 4.2.6. Next, within-case and cross-case analysis of 7 follow-up 
case studies was displayed. Data integration of the two studies will be presented in 
Chapter 5. 
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Chapter 5 - Discussion and Conclusion 
Chapter Synopsis 
This chapter presents an overall discussion of the research conclusions. It begins by 
discussing the overall findings of the thesis according to each research component and 
proceeds to answer the research questions in the context from the findings of both 
Studies 1 and 2. The second half of the chapter discusses the findings of the present 
research by highlighting the contributions to theory and practice. The chapter 
concludes by discussing the limitations of the study and suggesting directions for 
future research. 
 
5.1 Overall Findings  
This study addressed the overarching research problem of intra-cluster international 
exposure and its role in the internationalisation of SMEs. The research assessed the 
key factors believed to be derived from intra-cluster dynamics related to the 
international exposure and its effects on both internationalisation knowledge and the 
process of internationalisation of the SMEs. More specifically, international exposure 
was explored via network ties and mimetic pressure.  
 
The research integrated perspectives from the industrial cluster theory, networks 
theory, neo-institutional theory with the innovation-related stages theory of 
internationalisation. The findings of this research provide insights into the external [to 
the firm] factors that influence SME managers’ decision to internationalise. 
 
The first research question “To what extent does international exposure from intra-
cluster dynamics such as network ties and mimetic pressure affect the 
internationalisation knowledge and the process of internationalisation of SMEs 
embedded in industrial clusters?” was addressed in Study 1. However, the low 
response rate (n = 26) meant statistical testing of the proposed model could not be 
carried out. The assessment of the descriptive data led to the conclusion that the mainly 
domestic sample of SMEs were interested in internationalisation, were aware of 
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successful international ventures of competitors within the industrial cluster, and had 
moderate to low levels of internationalisation knowledge.  
 
The second research question was stated in two parts: “How and Why does 
international exposure affect the internationalisation knowledge and the process of 
internationalisation of SMEs embedded in industrial clusters” and “How and Why 
does international exposure not affect the internationalisation knowledge and the 
process of internationalisation of SMEs embedded in industrial clusters?” was 
addressed and evaluated in Study 2.  
 
The case study results obtained from semi-structured interviews and the digital 
presence observation made it possible to evaluate the propositions derived from the 
literature and from the quantitative results. A significant finding to emerge from this 
study was that despite the interest in exports, the positive perception of their products 
and of successful internationalised competitors, these SMEs are not proactive in 
searching for overseas customers. Moreover, the firms demonstrated a systematic 
passiveness in relation to choice of country destination because they were sought by 
foreign customers that looked for their firms’ products. Additionally, these firms 
believed it was the government’s responsibility to foster internationalisation 
opportunities for them.  
 
This research highlights the role of the intra-cluster supporting institutions, and of the 
governmental policies in the internationalisation of SMEs. Apart from these key 
findings, this research extends knowledge of each of the constructs involved in Studies 
1 and 2. The following sections discusses the findings and their contribution to the 
existing literature.  
 
5.1.1 Internationalisation Theory 
The findings from both studies have an impact on internationalisation theory in the 
context of the pre-internationalisation phase. The findings are firstly evaluated within 
the innovation-related internationalisation model (I-Model), secondly, in relation to 
the psychic distance characteristic of the model followed by the barriers to 
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internationalisation. Then, an evaluation of the theoretical impact of the model on born 
global is explored.  
 
5.1.1.1 Innovation-related Stages Model 
The Innovation-related stage of internationalisation is well-established in the body of 
knowledge within the internationalisation literature (Cavusgil, 1980, 1984a; Czinkota, 
1982; Johanson & Vahlne, 1977; S. Reid, 1981; C. Welch & Paavilainen-Mäntymäki, 
2014; Wickramasekera & Oczkowski, 2006). Nonetheless, new paradigms within this 
internationalisation theory have to take into account networking practices in recent 
times (Johanson & Vahlne, 2009). The findings from the present research illustrate the 
potential of exposure to network ties in aiding the incremental/stage approach to 
internationalisation, confirming the conceptualisation of Fernhaber and Li (2013) (see 
Section 2.4). These findings further reinforce the argument that local network ties have 
an impact on the internationalisation of firms (Manolova et al., 2010). This is because 
the findings of this study showed that companies increase their awareness, interest and 
experimental behaviour towards exports after being exposed to internationalisation 
practices of competing firms within the industrial cluster by means of their networking 
partners. For example, Bilkey and Tesar’s (1977) proposed stages of their model 
acknowledges that one of the triggers of managers engaging in exports (stage three of 
their model) is the managers’ overall perception of the exporting practice rather than 
economic considerations. The adapted model proposed in this research goes one step 
further by recognising that non-experiential knowledge acquisition (Casillas et al., 
2015; Johanson & Vahlne, 2009) within the industrial cluster networking activities 
can contribute to the managers’ predisposition towards internationalisation.  
 
The findings in the present research are consistent with the staged approach or 
sequential movements towards the internationalisation of firms. It also does not 
contradict the argument of the accelerated internationalisation due to the internet use 
(Petersen, Welch, & Liesch, 2002). Specifically, networking by the managers may 
lead to an internationalisation knowledge increase as well as to awareness, interest and 
experimental practices (refer to item 2.3.1.3 for the proposed I-Model stages of 
internationalisation). Thus, the international exposure from network ties has enabled 
the explanation of the innovation-related stages of internationalisation according to 
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the extent to which the managers take advantage of the intra-cluster networking 
activities and develop their own pace of internationalisation. A more simplified 
assessment of the contributions of this research to the I-related internationalisation 
theory can be found in the comparison Table 5.1. 
 
Table 5.1  
Innovation-Related Stages Model Contributions 
Previous research Current study Contribution made by 
current study 
The present 
understanding of the I-
Model in relation to the 
phase that precedes 
exports acknowledges 
the need for a stimulus 
(Bilkey & Tesar, 1977; 
S. Reid, 1981; C. Welch 
& Paavilainen-
Mäntymäki, 2014) in 
order to attract the 
managerial team interest 
in the overseas activity. 
Also, it highlights the 
sequential, incremental 
movements as time-
consuming and static.  
Identification of an 
encompassing stage in the 
I-Model: Experimental. 
Subsequent attempt at 
testing of the adapted 
model. 
 
The findings supports the 
existing literature in 
which international 
exposure pose as an 
important 
internationalisation trigger 
for firms within an 
industrial cluster region. 
This importance is 
highlighted in the pre-
internationalisation phase 
which involves firms’ 
awareness, interest and 
experimentation. 
The findings confirmed 
the relationship between 
international exposure and 
internationalisation.  
 
The findings of the effect 
of international exposure 
from network ties in the 
proposed I-Model extend 
the current understanding 
in the literature.  
Source: developed for this study 
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5.1.1.1.1 Psychic Distance 
Psychic distance is a concept identified in the 1950s (Beckerman, 1956) that can be 
described as encompassing several restraining factors to the flow of information 
between the firm and the market (Johanson & Vahlne, 1977; Johanson & 
Wiedersheim‐Paul, 1975). These factors range from differences in culture, language, 
political systems, education level and business practices (Smith et al., 2010). 
Perceptions of increased differences between a firm’s domestic market and the 
destination market can cause uncertainty among decision-makers (Child, Rodrigues, 
& Frynas, 2009). Therefore, to minimise the level of unpredictability of the overseas 
venture, companies would begin their internationalisation beginning from psychically 
close countries before daring to approach more different ones (Johanson & Vahlne, 
1977). The concept has been used in several frameworks developments within the I-
Model (Bilkey & Tesar, 1977; Cavusgil, 1980) and in the adapted model proposed by 
this research.  
 
Firms that internationalise first to psychically close countries are considered to follow 
the notion of psychic distance. The results of Study 1 indicated that international 
market development was in the following order: United States, Portugal and 
Argentina. Unfortunately, due to the limited number of responses received for study it 
is not possible to draw definite conclusions in relation to psychic distance.  
 
Some scholars argue that Brazil can be assigned an intermediate position in psychic 
distance from the U.S. (Bruno Cyrino et al., 2010; Leite, 1981; Tanure et al., 2009). 
The reason for Portugal being considered so close in terms of psychic distance is 
explained by the Portuguese colonisation of Brazil. The similarities in language and 
cultural habits have contributed to closeness between the countries. The importance 
of Argentina (a Spanish speaking country) as an early international market appear to 
be based on geographical proximity and ease of market access. 
 
The findings of Study 2 suggest that a range of factors determine the international 
market including unsolicited orders from overseas-customers. Table 5.2 presents a 
summary comparison between previous research and the present study contributions. 
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Table 5.2  
Psychic Distance Contributions 
Previous research Current study Contribution made by 
current study 
Country Choice 
The Innovation-related 
model states that the 
firms’ first exports occur 
for psychically close 
countries (Cavusgil, 1980; 
Johanson & Vahlne, 
1977; Johanson & 
Wiedersheim‐Paul, 1975). 
Most of the literature on 
psychic distance focuses 
on the exporter 
perspective. In terms of 
psychic distance from a 
Brazilian perspective, 
Portugal, Uruguay and 
Argentina are seen as 
culturally close (Leite, 
1981; Leite, Da Rocha, & 
Figueiredo, 1988) . 
Unsolicited orders rather 
than Psychic Determine 
the initial international 
markets. Firms export to 
psychically close 
countries. However, this 
does not happen because 
of these firms’ market 
selection. Psychic 
distance assessment is 
undertaken more by 
overseas customers than 
by the exporting firms 
themselves. 
Factors other than 
psychic distance 
determine the selection of 
initial international 
markets for SMEs located 
within a cluster. 
Source: developed for this study 
5.1.1.1.2 Born Global 
The born global concept concerns those cases of new firms that rapidly engage in 
overseas market expansion (Knight & Cavusgil, 1996). There is, however, no accepted 
lapse of time between the firm’s inception and internationalisation within the 
literature. This research adopted the three-year threshold following Knight and 
Cavusgil’s (2005) work, despite Coviello’s (2015) recent critique pointing out that the 
entrepreneurship literature (Zahra et al., 2000) considers six years as a threshold for a 
‘new company’. One of the reasons for the adoption of the three-year threshold is the 
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sample: the mortality rate for SMEs after the first two years of establishment in Brazil 
ranges around than 25% (SEBRAE, 2013b).  
 
Rapid internationalisation is considered a remarkable achievement for a firm (Oviatt 
& McDougall, 1994). However, this accomplishment is usually associated with 
resources and previous experience of the managerial team. The sample for this 
research lacked both resources: knowledge and previous experience in IB. Therefore, 
these findings are aligned more with the traditional literature on gradual 
internationalisation process. 
 
Table 5.3 
Born Global Contributions 
Previous research Current study Contribution made by 
current study 
Born global and 
international new 
ventures pose a challenge 
to the internationalisation 
stages models 
(McDougall, Shane, & 
Oviatt, 1994).  
The results from Study 1 
found only two firms 
internationalising in less 
than three years from 
inception. 
The study found that prior 
managerial experience 
appear to facilitate rapid 
internationalisation. 
Source: developed for this study 
 
5.1.1.2 Barriers to Internationalisation 
Barriers to internationalisation encompass both experiential barriers suffered by firms 
which have already exported, and perceptual barriers that act to discourage the 
decision-makers from initiating or expanding exports (Pinho & Martins, 2010). A 
single classification of barriers to internationalisation or export barriers is very hard to 
convey from the literature (Uner et al., 2013) because of the approach every author 
takes in studying them. Another discussion is whether these barriers are external to the 
firm (Gripsrud, 1990) or are related to organisational characteristics (Cavusgil, 
1984b). Shaw and Darroch (2004) classified these barriers in five types: financial, 
managerial, market-based, industry-specific and firm-specific barriers. 
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Although this research does not focus on the issue of barriers to internationalisation, 
the findings may well have a bearing on the theories that account for barriers to 
internationalisation. The evidence from the study is aligned with the notion that export 
barriers are perceived differently by the decision-makers, depending on the stage of 
export development of the firm (Bilkey & Tesar, 1977; Czinkota, 1982; Leonidou, 
2004). Given the limited sample three stages of export development were identified in 
Study 2: non-exporters, exporters-on-demand and de-internationalised. The 
perception of barriers to exports differed among the various stages. These stages of 
development have been incorporated in model proposed for this study (see 2.3.1.4). 
Non-exporters (case IE03 and IE06) attributed the restraining internationalisation 
factors to the firm’s small size, limited knowledge due to the firm’s age, and the 
Brazilian bureaucracy from which they believed they lacked support. De-
internationalised companies (cases IE01 and IE04) suggested that the Brazilian 
bureaucracy was the main reason that prevented them from looking for overseas 
customers. For the seasonal companies the underlying barrier was a lack of focus. 
Besides that, the suggested lack of government support was again stated by case IE07 
which was the most developed firm within the sample.  
 
The stated lack of incentives/policies from the Brazilian government in relation to 
exports development from the respondents is in stark contrast to the Brazilian 
Government’s and supporting institutions efforts to foster internationalisation. The 
claims for government policies (see 4.2.29) will be further discussed in the next 
section. The summary of the main contributions of the present research in relations to 
barrier to internationalisation is presented in Table 5.4. 
 
5.1.1.2.1 Government Incentives 
Literature points out that since the 1980s, governments have increased and expanded 
their involvement in exports promotion programs (Kotabe, 1993). The government 
level of recognition the importance of exports and the extent of its support vary from 
country to country. Contrary to the findings of Katsikeas and Morgan (1994), this 
research found significant claims for public export incentives. These authors’ findings 
were at the time justified by the fact that firms rarely perceived the existence of public 
services available for exports (Albaum, 1983). A possible explanation for this result 
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might be the Brazilian inclination towards the development of social programs such 
as the Bolsa Familia, “one of the largest conditional cash transfer (CCT) programs in 
the world, benefiting roughly 11 million families” (Soares, Ribas, & Osório, 2010, p. 
173). Programs like this have both supporters and critics. Critics either disagree with 
the amount of public money spent on these programs or demand investments in other 
sectors. Another possible explanation for this finding might be the lack of knowledge 
by the managers of these firms in relation to export promotion programs in Brazil. In 
addition, the general reactive, lack of export orientation/commitment of managers 
within these firms appears to be a serious inhibitor to international expansion. In order 
to promote an export culture and assist more Brazilian firms that engage in exports, 
Brazilian governments at several levels have developed programs to aid 
internationalisation of SMEs:  
- The Multimedia collection ‘Aprendendo a Exportar’ (Learning how to export) 
– a free series of interactive publications for the firms to learn more about 
internationalisation. The series was prepared by the Ministry of Development, 
Industry and Foreign Affairs and is available on the internet (Ministerio do 
Desenvolvimento, 2015a). 
- A national network of foreign trade agents – REDEAGENTES. The program 
provides capacitation for staff from public institutions so that they can provide 
IB training for other staff members and private companies in order to develop 
their internationalisation (Ministerio do Desenvolvimento, 2015c) 
- APEX – Brazilian Exports Promotion Agency aimed at promoting Brazilian 
products and services overseas (Ministerio do Desenvolvimento, 2015b). 
- Projects in the Rio de Janeiro State, such as the ExportAçao seminar from the 
Rio de Janeiro Chamber of Commerce, training sessions developed by the 
Brazilian Post, FIRJAN, and SEBRAE. 
 
The finding of this study highlights the need for actively promoting these programs. 
Also, a thorough evaluation of the current export documentation and procedures and 
tax rebate is likely to be well received by SMEs. These measure could help overcome 
the hangover from the previous policy of import substitution and create a more export 
oriented SMEs. (K. Sharma, 2003).  
  
  
193 
Table 5.4  
Barriers to Internationalisation Government Policies Studies Contributions 
Previous research Current study Contribution made by 
current study 
Perceived barriers to 
internationalisation are 
usually associated with 
the export development 
stage of the firm (Bilkey 
& Tesar, 1977; Leonidou, 
2004; Uner et al., 2013). 
 
 
Size, age and lack of 
government incentives 
were perceived as the 
main barriers these 
SMEs faced in their 
exports development. 
This study supported the 
existing literature 
according to which size 
and age are potential 
barriers in developing 
countries’ SMEs 
internationalisation. 
In terms of government 
policies, this study found 
claims for 
internationalisation 
policies to be developed 
within the Brazilian 
government to aid the 
SMEs’ exports. This 
finding is consistent with 
the Brazilian government 
social supportive 
administrative approach. 
However, this policy does 
appear to create a culture 
of dependence. 
Source: developed for this study 
 
5.1.2 International Exposure 
International exposure happens when the firm (managers within the firm) comes 
across internationalisation knowledge by means of network relationships (Fernhaber 
& Li, 2013). The key aspect of this definition is that firms may or may not acquire 
knowledge from these relationships. Also, international exposure is different from a 
simple awareness about internationalisation. One may be informed about the benefits 
of exports and even have interest in the practice (awareness). However, by means of 
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international exposure one has concrete information about a firm that is engaged in 
internationalisation activities. This recognition leads to a raised awareness and to an 
expected interest in the activity. Therefore, this is an important element of the 
innovation-diffusion related internationalisation models. 
The findings of this research confirm the potential impact of International Exposure 
in the export development stages of the SMEs. These findings further reinforce the 
argument that international exposure tends to be higher within an industrial cluster 
setting where firms are highly embedded in network relationships. Despite these 
promising results, question remains about the statistical validation of this proposed 
model, and will be further discussed in Section 5.5. Additional discussion in relation 
to international exposure from network ties and from mimetic pressure are presented 
in the next sections. 
 
Table 5.5  
International Exposure Contribution 
Previous research Current study Contribution made by 
current study 
Literature has examined 
international exposure 
Fernhaber and Li (2013) 
both as formal (alliance 
partners) and informal 
(geographically proximate 
firms) network 
relationships positively 
influencing new venture 
internationalisation. 
However, there was no 
mention that these firms 
belonged to an industrial 
cluster. 
The concept of 
international exposure 
was assessed in terms of 
an industrial cluster 
context. 
 
Findings suggested 
international exposure 
within an industrial cluster 
setting is an important 
construct in export 
development of SMEs. 
Also, results highlighted 
the importance of the 
international exposure as a 
policy instrument to foster 
internationalisation of 
SMEs. Thirdly, two other 
streams are added to the 
literature to examine 
international exposure: 
network ties and mimetic 
pressure. 
Source: developed for this study 
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5.1.2.1 Network Ties 
As previously discussed in Chapter 2 the most meaningful way to examine the role of 
intra-cluster networks in relation to SMEs internationalisation is to examine the 
magnitude of the network connections, that is, the amount of their network ties. For 
this research, no distinction was made between inter-personal and inter-firm (Eberhard 
& Craig, 2013), or between formal and informal (Jones & Coviello, 2005) network 
ties, given the aim of the research was to gauge the real dimension of the relations 
these firms were embedded in. 
 
 In this study there was evidence of the importance of network ties in aiding firms’ 
international exposure. The policy implication of this finding is, for example, 
promoting relevant meeting to facilitate networking. 
5.1.2.1.1 Trade Shows  
One unanticipated finding of this research was the importance of the trade shows for 
the SMEs. This theme arose in the interviews undertaken in Study 2 and trade shows 
were found to, surprisingly, impact on the export development of the clustered SMEs. 
The trade show/fair is a powerful promotional strategy for a firm because it promotes 
the meeting of buyers and sellers (Seringhaus & Rosson, 1994). Among the several 
functions of the trade shows, the most important are the sale of show items, brand 
recognition (Blythe, 2000), and informal networking with competitors and suppliers 
(H. Cheng, Koivisto, & Mattila, 2014). By bringing customers with the general 
intention to purchase (H. Cheng et al., 2014), many of the cluster SMEs have 
performed their first exports or have experienced their first unsolicited order from an 
overseas customer after exhibiting at a trade show.  
 
This finding is aligned with the trade show literature according to which many direct 
sales occur during trade shows or happen in trade show follow-ups (Seringhaus & 
Rosson, 1994). One of the more significant findings to emerge from these results is 
the importance of trade shows as a trigger for the I-Model. These contacts’ orders and 
subsequent sales to overseas markets correspond to the first three stages of the 
synthesised proposed model: awareness, interest and experimental.  
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Table 5.6  
Network Ties Contributions 
Previous research Current study Contribution made by 
current study 
Networks are an 
important dynamic within 
industrial clusters 
(Eisingerich et al., 2010; 
Gnyawali & Srivastava, 
2013; Gordon & McCann, 
2000; N. Reid, Smith, & 
Carroll, 2008). They are 
also recognised for their 
effects on knowledge 
spillover (Phelps, Heidl, 
& Wadhwa, 2012; 
Reagans & McEvily, 
2003; Richardson, 2013) 
and innovation diffusion 
(Chetty & Stangl, 2010).  
 
Network ties are only 
associated with the 
operationalisation of 
networks (Eberhard & 
Craig, 2013; Manolova et 
al., 2010).  
Network ties are a major 
source of international 
exposure within SMEs.  
 
Framing trade shows as 
a powerful networking 
practice in the cluster is 
an indication of the 
impact on the exports 
development stages of 
the SMEs by promoting 
direct overseas sales for 
the SMEs (experimental 
stage).  
 
 
First, it confirms the 
importance of network ties 
as an important source of 
international exposure for 
SMEs embedded in an 
industrial cluster. Second, 
it highlights the usefulness 
of informal network ties in 
the diffusion of 
internationalisation 
information. Third, it 
posits trade shows as a 
networking tool with 
potential impact on the 
export development stages 
of the firm. 
 
Source: developed for this study 
 
5.1.2.2 Mimetic Pressure 
Organisational isomorphism (DiMaggio & Powell, 1983) has long been a theme of 
interest for both academics and practitioners. The underlying concept of a firm’s 
homogenisation is that its behaviour is moulded on pressures derived from standards 
within the field it is inserted (Bresser & Millonig, 2003). Imitation or mimicking is 
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usually associated with the uncertainty of an endeavour (DiMaggio & Powell, 1983), 
which might easily be an innovation undertaken by the firm (Jensen, 1982). Notably, 
the I-Model sees the engagement in internationalisation as an innovation for the firms 
(Andersen, 1993).  
 
This research examined mimetic pressures faced by companies based on their location/ 
environment where there is expected to be intense networking practices/activity. This 
type of behaviour is associated with the need to cope with uncertainty (DiMaggio & 
Powell, 1983; Jensen, 1982) and the risk of non-compliance (Li & Ding, 2013; 
Lieberman & Asaba, 2006). The firms within the industrial cluster of Nova Friburgo 
exhibits this intense networking practices, with flow of information about competitors’ 
practices.  
 
There is evidence to indicate that firms go through the process of imitation until a 
certain stage that involves identification of the subject of imitation, willingness to 
imitate, ability to imitate and response (Jonsson et al., 2009). The stages of subject 
identification, positive perception and recognition of a positive perception by others 
were reached by the SMEs in this process. However, it is not possible to state that 
these firms ‘suffered’ from mimetic pressure within the industrial cluster region, that 
is, they did not suffer from the urge to mimic other firms in order to conform (Li & 
Ding, 2013; Nikolaeva, 2014). A possible explanation for this might involve these 
firms’ perceptions about successfully internationalised competitors. The referred 
exporting firms were perceived as bigger, older, more experienced, and in possession 
of more supporting staff to develop exporting activities. Additionally, this superiority 
was perceived as quite unachievable and this posed as a barrier for these firms that 
believed in not having the necessary ability for the internationalisation venture. 
Overall, the most relevant finding to emerge from this study was that the firms were 
not willing to mimic exports if they perceived a lack of ability compared to their 
successfully internationalised competitors.  
 
This finding does not support the current literature in two distinct ways. First, despite 
the intra-cluster exposure to successful internationalisation practices from competitors 
who had develop the same role as them, the firms did not suffer mimetic pressure as 
expected (DiMaggio & Powell, 1983; Li & Ding, 2013; Nikolaeva, 2014). Two 
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possible explanations for these findings include the perceived barriers to exports and 
the lack of proactiveness of the sampled firms. Second, unlike most studies that have 
established the imitation process ranging from the identification of a subject to imitate, 
the willingness to imitate, the ability to imitate, and the response (Jonsson et al., 2009), 
these companies showed no predisposition or inclination to imitate (Miles et al., 1978). 
A possible explanation for this sequence might be because they perceived that they 
were not able to do so. Therefore there is strong evidence that the proposed sequence 
of imitation in the literature may not apply to all companies. It can be thus suggested 
that a possible sequence of the imitation process is subject identification, ability to 
imitate, willingness to imitate and response.  
 
Table 5.7  
International Exposure from Mimetic Pressure 
Previous research Current study Contribution made by 
current study 
Mimetic pressure is one 
of the three types of 
company isomorphism 
(DiMaggio & Powell, 
1983). Firms are expected 
to mimic other firms 
which are more 
experienced in exports to 
overcome the uncertainty 
of internationalisation. 
Firms exposed to 
international practices of 
structurally equivalent 
competitors (DiMaggio & 
Powell, 1983), that is, 
developing the same role 
within an industrial 
cluster, suffer an urge to 
mimic to overcome the 
The concept of mimetic 
pressure was first 
captured by Study 1 
according to Li and 
Ding’s (2013) validated 
scale. At this stage, 
mimetic pressure was 
valid for the sample. 
SMEs showed awareness 
about other intra-cluster 
firms’ 
internationalisation, 
displayed a positive 
perception about these 
other firms, and agreed 
that these firms were 
well-perceived by others 
in the same industry. 
 
First, the findings 
confirmed the proposed 
theoretical assumption 
that firms within a 
cluster identify 
successful 
internationalised 
competitors (subject 
identification).  
 
Second, results 
highlighted that SMEs 
are not willing to imitate 
if they perceive a lack of 
ability to perform the 
target task.  
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Previous research Current study Contribution made by 
current study 
uncertainty of the 
innovation of the 
internationalisation (Li & 
Ding, 2013; Nikolaeva, 
2014). 
 
 
Motivation to imitation 
ranges from the risk of 
nonconformity with other 
firms’ development, the 
desire of keeping up with 
competitors, and/or to 
acquire more information 
about the activities 
involved (Li & Ding, 
2013; Lieberman & 
Asaba, 2006). 
Subsequently, in Study 2, 
the majority of cases 
showed no intent to 
mimic the successful 
firms for deterministic 
reasons. Matching these 
competitors’ 
internationalisation was 
perceived as 
inconceivable because of 
their lack of ability to 
export. The successfully 
internationalised firms 
were perceived as bigger, 
more experienced due to 
more years in the market, 
and as having a better 
structure to tackle exports.  
Source: developed for this study 
 
5.1.3 Internationalisation Knowledge 
Knowledge to expand the firms’ activities to overseas markets is conceptualised as 
Internationalisation knowledge (Pedersen et al., 2003). Internationalisation knowledge 
is recognised as an important input in SMEs’ internationalisation (Johanson & Vahlne, 
1977, 1990, 2006, 2009; Oviatt & McDougall, 1994). Meanwhile it is also considered 
an outcome of network activity (Reagans & McEvily, 2003). Internationalisation 
knowledge is highly necessary for internationalising SMEs; however, their resources 
are often limited and they need to use both external and internal sources of knowledge 
(Autio, Bruneel, & Clarysse, 2010; Fernhaber & McDougall-Covin, 2009). Very little 
evidence was found in this research for the internal sources of knowledge. Few 
respondents reported previous experience in IB and there was no evidence of grafted 
knowledge (recruitment of experienced employees) to foster exports (M. Fletcher & 
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Harris, 2012). As for the external origins, the objective knowledge acquisition (explicit 
or codified) (Johanson & Vahlne, 1977; Leonidou & Katsikeas, 1996; Seringhaus, 
1987) had its major identified source of acquisition through supporting institutions. 
This finding was unexpected, to a certain extent, as it was predicted that firms could 
also have acquired internationalisation knowledge from cluster dynamics and network 
relations However, given the circumstances in which these supporting institutions 
behave, that is, there were very focused on networking practices and trade show 
preparations, most of the time, without charging, their activities were framed in this 
study as network-related. Therefore, this research supports the literature on knowledge 
transfer within clustered firms deriving from network relations (see 2.4.1). Further 
discussion about the role of the supporting institutions is provided below in 5.1.3.1.  
 
This study's results have implications for policy. The evidence from this study 
suggested that the firm managers’ believed they lack internationalisation knowledge. 
In addition to this, these managers were willing to overcome this perceived barrier to 
internationalisation by means of training if it was provided in the cluster region. These 
findings are in accordance with the literature in the sense that “knowledge can be better 
managed when firms are aware of their extant knowledge stocks through gap analyses, 
which are often difficult to implement in reality. Nonetheless, a conscious effort to 
enhance, preserve and apply knowledge is vital” (Prashantham, 2005, p. 47).  
 
Table 5.8  
Internationalisation Knowledge Contributions 
Previous research Current study Contribution made by 
current study 
Internationalisation 
knowledge 
 
Internationalisation 
knowledge is the stream 
of knowledge that aids in 
firms’ movements towards 
overseas markets 
(Pedersen et al., 2003).  
Cross analysis between 
self-reported low 
internationalisation 
knowledge scores and 
respondents’ perceptions 
was undertaken. Results 
confirmed the lack of 
internationalisation 
knowledge within the 
The study highlighted 
the importance of 
supporting institutions 
within the industrial 
cluster were found to be 
the main source of 
internationalisation 
knowledge for the 
SMEs.  
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 SMEs and the managers’ 
perception. 
Knowledge acquisition 
SMEs’ limited resources 
lead to the importance of 
tacit knowledge rather 
than explicit knowledge 
(Byosiere & Luethge, 
2008). Tacit/experiential 
knowledge ranges from 
previous experience, 
vicarious learning 
(learning from other 
firms) or grafted 
experience (by hiring 
experienced staff) 
(Casillas et al., 2015; M. 
Fletcher & Harris, 2012; 
G. P. Huber, 1991). 
Whereas explicit 
knowledge is related to 
training in which 
knowledge is codified and 
transmitted (Mejri & 
Umemoto, 2010).  
Evidence of the firm’s 
main source of 
internationalisation 
knowledge was achieved: 
via intra-cluster 
supporting institutions. 
 
Source: developed for this study 
 
5.1.3.1 Supporting Institutions 
Supporting or associated institutions (for a recapitulation of the supporting institutions 
acting alongside the firms of the Nova Friburgo cluster refer to Chapter 4, Section 
4.3.2.3) are underlying elements within the definition of industrial clusters since the 
early definitions from Michael Porter (2008). Martin and Sunley (2003) in their 
thorough evaluation of Porter’s work further argued that “the firms in a cluster must 
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be linked in some way. Clusters are constituted by interconnected companies and 
associated institutions linked by commonalities and complementarities” (Martin & 
Sunley, 2003, p. 10). The role of local institutions has been frequently associated with 
knowledge diffusion within a region (M. Bell & Albu, 1999; Breschi & Lissoni, 2001). 
This aspect has been confirmed in this research. In this study, internationalisation 
knowledge acquisition was mainly derived from supporting institutions acting in the 
industrial cluster of Nova Friburgo. Some would argue that a mere co-location would 
affect the firms’ learning processes and knowledge acquisition (Bathelt et al., 2004). 
This argument, however, is supported in this research in terms of information flow. 
Information diffusion is important but it only comprises the first steps of the learning 
process, namely ignorance and awareness (Buckler, 1998). Internationalisation 
knowledge itself encompasses various forms (e.g., financial practices, technology 
standards in other countries, overseas suppliers, business culture in other countries) 
was provided for these firms by the local institutions. The majority of these training 
sessions and workshops were free of charge for the firms. Moreover, the funding for 
those projects comes from public policies. These institution counterparts are the 
exports and the further development of these firms. It is important to highlight that the 
information about these public programs derived from this researcher’s previous 
experience in the internationalisation sector of Brazilian Post and action within this 
industrial cluster and from cross-checking information with the SINDVEST director. 
Thus the findings in this research support the extant literature in terms of supporting 
institutions within a cluster in providing access to knowledge. It also extends the 
current literature by identifying the institutions as the only source of explicit, codified 
internationalisation knowledge in an industrial cluster.  
 
5.1.4 International Orientation 
Managers’ attitudes, perceptions and characteristics are shown to affect the 
internationalisation performance of firms (Agnihotri & Bhattacharya, 2014). This 
particular features among firms has received the denomination of international 
orientation (IO) or global orientation. IO is rather a broader term than just the extent 
to which the managerial team is more prone to develop international activities. The 
main argument surrounding IO is that simply being aware of overseas market 
opportunities for the firm is not enough to prompt firms to engage in exports 
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(Leonidou et al., 1998). Besides this, it was also identified that the stage of 
internationalisation most influenced by the international orientation of the managers 
was exports initiation (Leonidou et al., 1998). In summary, the findings suggested that 
the gauging of the opportunities was highly dependent on the managers’ perception of 
internationalisation as a feasible strategy for the firm. 
 
The general understanding in the literature is that there is no unique perspective of 
determinants that impact on the export behaviour of a firm. It is more likely that the 
determinants coexist in order to build a unique setting for a firm that may result in its 
internationalisation. Gray (1997, p. 390) states that “external environmental factors 
may be a direct influence on company performance”. However, the environmentally 
related factors alone do not account for the internationalisation promptness of all the 
firms. At the same time, managers with a group of internationally oriented 
characteristics, by themselves may not take advantage of all the opportunities for the 
firm. Therefore, a combination of both external and internal factors could explain the 
internationalisation of small firms. 
 
Prior studies on IO, however, have addressed the concept to be immutable. Some of 
the aspects involved in the composition of IO are unchangeable, such as foreign 
nationality (Holzmüller & Kasper, 1991), living overseas (S. Reid, 1983) and previous 
experience in foreign trade (Axinn, 1988; Czinkota & Ursic, 1991; Das, 1994; 
Leonidou et al., 1998). However, some are manageable within the firm, such as 
fluency in another language (Czinkota & Ursic, 1991; Das, 1994) and training in 
international business (Das, 1994). The reason for this distinction is that IO is believed 
to act as a filter in the firms’ managerial team. Managers are likely to perceive external 
stimuli differently, maybe classifying them as opportunities if they have a higher 
international orientation. Study 2 identified that these managers were willing to have 
their international orientation increased by training in foreign trade and languages if 
available. This finding is most relevant for policy makers within the industrial cluster. 
The results of this study indicated that broadening the filter (IO) within the Nova 
Friburgo SMEs might become a viable option for fostering these firms’ 
internationalisation. 
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Table 5.9 
International Orientation Contribution 
Previous research Current study Contribution made by 
current study 
Simply being aware of 
overseas markets 
opportunities for the firm 
is not enough to prompt 
firms to engage in exports 
(Leonidou et al., 1998). 
An international 
orientation is related to 
managers’ attitudes, 
perceptions and 
characteristics that have 
proven to influence the 
internationalisation 
performance of firms 
(Agnihotri & 
Bhattacharya, 2014). Two 
main dimensions can be 
identified in terms of 
managers’ international 
orientation: the 
subjectiveness of attitudes 
and perceptions, and the 
objectiveness of 
managers’ characteristics 
(Das, 1994). These 
objective characteristics 
have been usually 
investigated in the 
literature as static. 
The findings 
highlighted the 
possibility of action 
within at least two 
streams of International 
Orientation within 
firms: languages and 
training in foreign trade. 
 
Firstly, the firm confirms 
the concept of 
international orientation. 
Firms with lower scores 
on IO perceived more 
barriers to 
internationalisation. 
 
Secondly, the findings 
enhanced the 
understanding of the 
manageability of the 
firms’ international 
orientation. The findings 
highlighted firms’ 
willingness for training in 
order to increase their 
internationalisation 
activities.  
These findings suggested, 
it may be possible to 
broaden the scope of 
managers’ perceptions of 
export opportunities. 
Source: developed for this study 
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5.1.5 Propositions Discussion 
The present study was designed to assess the effect of international exposure from 
network ties and mimetic pressure on the internationalisation knowledge and on the 
process of internationalisation of SMEs co-located within an industrial cluster in the 
emerging country of Brazil. As explained before, the statistical testing of the 
hypotheses developed in Study 1 was not possible due to the low response rate 
achieved in the online survey. For this reason, propositions were developed and a 
Study was undertaken (refer to Section 2.6). The sequential explanatory nature of this 
research allowed for a richer proposition evaluation after the integration of the 
quantitative and the qualitative findings. The following sections discusses each 
proposition and its main contributions for research. 
 
5.1.5.1 Proposition 1 – Exports Perception 
The first proposition of Study 2 was related to the decision-makers’ perception of 
exports, identification of barriers to internationalisation and willingness to overcome 
those barriers to develop the firm’s exports (refer to Section 2.5.1). The findings of 
the present research show a strong evidence for the three components of this 
proposition (refer to 4.2.2.1). First, the results of this research indicate a positive 
perception of exports by the decision-makers of the SMEs. Second, the findings 
indicate that despite acknowledging the benefits of exports for the firm, the managers 
perceive barriers that prevent them from developing the firm’s internationalisation.  
The most cited barriers were firm’s size and firm’s age which together account for the 
lack of experience of the SME; and the believed lack of support of the Brazilian 
Government. Third, the firms are eager to improve their capabilities (and overcome 
the lack of experience in exports factor) in order to develop their exports. The present 
findings are compelling in at least two major aspects. The first aspect is the claim for 
government support to foster the firms’ exports. Although the type of support has not 
been identified in the results of the present research, there is currently a trend in SMEs’ 
behaviour in other countries that prefer learning and knowledge related support than 
the financial ones (Freixanet, 2012). The second aspect refers to a practical strategy 
that can be implemented within the cluster in order to develop the SMEs 
internationalisation: IB training. This combination of findings provides some support 
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for the conceptual premise that the SMEs develop exports in incremental ways 
accounted for in the model proposed for the present research. 
 
5.1.5.2 Proposition 2 – Psychic Distance 
This research’s second proposition was related to the psychic distance and the firms’ 
country choice of destination to their exports (refer to Sections 2.3.1.1 and 2.5.2). The 
findings of the present research show partial evidence for this proposition (refer to 
4.1.1.2 and 4.2.2.2.1). While the firms start exporting to psychically close countries, 
the reasons for that do not derive from the firm’s assessment of the country’s psychic 
distance. These exports were mainly originated from unsolicited orders from overseas 
buyers. However, the possible interference of the cluster dynamics on this practice 
cannot be ruled out. The reason for this is that many of these unsolicited orders 
occurred due to networking activities in trade shows, for example or because of the 
simple location within the industrial cluster of Nova Friburgo. Therefore, it cannot be 
suggested that the cluster dynamics may have impacted the psychic distance 
perceptions of the SMEs’. 
 
5.1.5.3 Proposition 3 – Born Global 
The third proposition of the present research involved an assessment of the 
compatibility of the born global firms with the I-Model for this sample (refer to 
Sections 2.2.3 and 2.5.2.2). The findings of the present research show no evidence for 
this proposition (refer to 4.1.1.2 and 4.2.2.2). While there was a very small number of 
SMEs that have exported within the three-year period from the inception (n = 2), the 
indication of size and age as the main barriers to pursue overseas markets were 
extensively presented. Therefore, these firms also do not believe in the feasibility of a 
rapid internationalisation because of the hardships of exports.  
 
5.1.5.4 Proposition 4 - International Exposure from Networks 
Proposition four regarded the international exposure from network ties and the seizing 
of networking opportunities to develop the firm’s internationalisation (refer to Section 
2.4.1 and 2.5.4). The findings of the present research show a moderate evidence for 
this proposition (refer to 4.1.1.3 and 4.2.4.1). The perception of the international 
exposure within the cluster and the gauging of network opportunities were the main 
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examined factors in this proposition. First, there is a wide identification of 
competitors’ internationalisation (international exposure) among the SMEs. Second, 
the most relevant network opportunity indicated inside the cluster was the Fevest 
(local annual trade show). However, this opportunity is somewhat limited to the firms 
that hire a space at the Fevest which is not affordable for all the small companies. 
Therefore, these findings enhance our understanding of network practices within an 
industrial cluster and indicate a possible impact of network ties on the 
internationalisation development of clustered SMEs. 
 
5.1.5.5 Proposition 5 - International Exposure from Mimetic Pressure 
The fifth proposition of the present research examined SMEs’ intent in mimicking 
competitors that have already internationalised (refer to Sections 2.4.2 and 2.5.5). The 
findings of the present research show a partial evidence for this proposition (refer to 
4.1.1.4 and 4.2.4.2). While the information about competitors’ internationalisation 
derived mainly from network partners (informal and formal); most of the SMEs did 
not indicate willingness to imitation in order to achieve exports development. The 
main reason presented for not mimicking competitors was the SMEs’ lack of ability. 
Although this lack of ability was associated with many characteristics that were 
necessary to successfully reach overseas markets. Surprisingly, the suggested 
attributes were accounted for in their firms such as high quality, diversification, and 
rigour in metrical standards. Overall, there is an indication that these firms suffer intra-
cluster mimetic pressure, but the SMEs are not willing to mimic competitors because 
of a perceived lack of ability. 
 
5.1.5.6 Proposition 6 - Internationalisation Knowledge 
Proposition six of this research involved an examination of the firms’ 
internationalisation knowledge perceptions and source of acquisition (refer to Sections 
2.4.1 and 2.5.3). The findings of the present research show a strong evidence for this 
proposition (refer to 4.1.1.5 and 4.2.2.3). This study has raised important questions 
about the nature of the internationalisation knowledge of the clustered firms. The 
principal theoretical implication of the present research is the importance of the intra-
cluster supporting institutions posed as the main source of internationalisation 
knowledge for the SMEs.  
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5.1.5.7 Proposition 7 - Industrial Cluster Location 
This research’s seventh proposition involved an examination of the perceived benefits 
of the cluster location (refer to Sections 2.3.3 and 2.5.6). The findings of the present 
research show a weak evidence for this proposition (refer to 4.2.2.7). Although there 
was an acknowledgement of the advantages of being located inside the cluster (such 
as access to skilled labour, inputs); the firms main reasons for location inside the 
cluster were associate to family matters. 
 
 
5.1.5.8 Proposition 8 - International Orientation 
And finally, the last proposition regarded the SMEs perception of international 
orientation factors that could be managed such as training in IB and importance of a 
second language mastering (refer to Section 2.5.7). The findings of the present 
research show a strong evidence for this proposition (refer to 4.1.1.6 and 4.2.26). 
Besides the positive perception of the referred factors, the SMEs are willing to engage 
in training to improve their international orientation and develop their exports.  
 
5.1.5.9 Summary of Proposition and Contributions 
The present research’s propositions aided in several theoretical and practical 
contributions. Table 5.10 presents a summary of the propositions evaluation and the 
main contributions derived from each of them. 
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Table 5.10 
Evaluation of the Propositions and Their Main Contributions for this Research 
# Description 
Research 
component 
Overall 
evaluation 
Main contributions 
P1 Brazilian clustered SMEs comprehend the benefits of the exports, 
believe their core strengths are well perceived by overseas markets 
and are willing to overcome potential barriers to internationalisation. 
Exports 
Perception 
Strong 
Evidence 
Indication of great importance of the 
role of the Brazilian Government in 
aiding exports among the SMEs. 
P2 Brazilian clustered SMEs start exporting to psychically close 
countries for several reasons including intuitive inferences, network 
partner information or because intra-cluster institutions support 
marketing activities. 
Psychic 
Distance 
Partial 
Evidence 
Factors other than psychic distance 
affect the SMEs’ country choice of 
destination. 
P3 There has been an increase in trend towards Brazilian SMEs being 
Born Globals. BG are usually associated with one or more person 
within the managerial team with international market knowledge or 
previous experience in IB. 
Born Global No 
Evidence 
Identified barriers to 
internationalisation prevent the SMEs 
of attempting to internationalise early 
from inception. Indication of an 
incremental approach towards SMEs’ 
internationalisation. 
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# Description 
Research 
component 
Overall 
evaluation 
Main contributions 
P4 Brazilian clustered SMEs perceive the benefits of intra-cluster 
networking and make use of meeting and learning opportunities such 
as in preparation workshops and trade shows. 
Internationa
l Exposure 
from 
Networks 
Moderate 
Evidence 
The main networking activity within 
the industrial cluster that, by increasing 
firms’ international exposure, impacts 
on the SMEs internationalisation 
development. 
P5 International Exposure about other clustered Brazilian firms’ 
internationalisation comes from network partners’ information and 
may mimic them. 
Internationa
l Exposure 
from 
Mimetic 
Pressure 
Partial 
Evidence 
Indication of greater importance given 
to the ability to imitate than to the 
willingness to mimic as stated in the 
literature.  
P6 Despite Brazilian clustered SMEs awareness about their limited 
internationalisation knowledge, they trust and seek to overcome that 
constraint by relying on their network partners and intra-cluster 
institutions. 
Internationa
lisation 
Knowledge 
Strong 
Evidence 
Supporting institutions as the main 
source of SMEs’ internationalisation 
knowledge within the industrial cluster.  
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# Description 
Research 
component 
Overall 
evaluation 
Main contributions 
P7 Being located within the Nova Friburgo industrial cluster favours 
access to inputs, related services, skilled labour, network partners and 
information. 
Industrial 
Cluster 
Location 
Weak 
Evidence 
Family matters other than business-
related reasons affect organic industrial 
cluster location. 
P8 Greater international orientation of a firm’s management team is 
perceived to impact positively in that firms’ internationalisation. 
Brazilian clustered SMEs are also willing to engage in any activity 
which may improve their international orientation. 
Internationa
l 
Orientation 
Strong 
Evidence 
Theoretical - Assessment of 
manageable factors within the 
international orientation 
characteristics.  
Managerial - Willingness to train in IB 
and foreign languages to develop 
internationalisation. 
Source: developed for this study 
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5.2 Research Questions discussion and conclusion 
In integrating the findings of Study 1 and Study 2, it can be said that the adequacy of 
the proposed I-Model to the sample occurs mainly because of its lack of development 
towards internationalisation. One of the explanations for the low degree of export 
development of these SMEs is the firms’ passiveness towards overseas-customer 
searches. Coupled with this is a conservative mindset that brings some justification for 
not undertaking these searches. As commented by case IE04: “These are [exporting] 
firms that have people who can work with exports, who can prepare everything inside 
the company”. Size and age of the competitor firms, as well as the Brazilian 
bureaucracy were considered both barriers for internationalisation and justifications 
for not making planned attempts to internationalise. This behaviour aligns with the 
firms’ allegations of the lack of opportunities to export and with the claim for 
government action to foster their development of internationalisation. However, 
despite this scenario of a lack of proactiveness by these SMEs, both studies have 
shown that the firms have a great interest and a very good perception of exports.  
 
The findings of Study 1 suggested that these SMEs have limited networking 
interaction with people outside their companies. However, evidence of Study 2 
showed the opposite, especially in terms of informal contacts. Such lack of agreement 
between the results might be due to the informality of those contacts: the cases 
acquired information about competitors’ internationalisation from “someone I know” 
(IE01), from the person that “I bought a car” (IE05) and “among entrepreneurs at 
Fevest” (IE07). A detailed analysis of the interviews showed the belief that the 
respondents did not perceive their informal contacts as networking partners, hence, 
the low network size and frequency presented in the survey data. Overall, the results 
of Study 2 aligns with the idea that firms located within a cluster are intensive in 
networking (Belso-Martínez, 2006; M. E. Porter, 1998).  
 
The second finding from Study 2 in relation to networks was that the SMEs acquired 
information about a competitor’s internationalisation from both these formal and 
informal network partners. Such a conclusion is consistent with Fernhaber and Li’s 
findings (Fernhaber & Li, 2013). Therefore, these SMEs experienced international 
exposure from other internationalised intra-cluster firms. This finding also suggested 
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that in general there was an effect on the internationalisation stages of development of 
these SMEs in terms of awareness (Stage 1) and interest (Stage 2). These stages 
received moderate to high scores from the respondents in Study 1.  
 
Another pattern that emerged in relation to international exposure from the network 
ties in Study 2 was the connection with overseas customers. The results of this study 
indicated that the majority of the accomplished exports had their triggers at trade 
shows. Evidence from the interviews showed that many of the firms had exported to 
customers that visited the annual local trade shows, Fevest, or other country-wide fairs. 
Coupled with this matching opportunity was the firms’ development into Stage 3 
(experimental) of the proposed I-Model. In Study 1 this stage also received moderate 
to high scores, indicating that the trial and evaluation of exports was recurrent within 
the sample. In general, therefore, it seems that international exposure from networks 
also affected Stage 3 of the adapted I-Model. 
 
Study 2 identified that the supporting institutions within the cluster played a major 
role in the internationalisation knowledge acquisition of these SMEs. For the purpose 
of this research, supporting institutions were framed within networking practices 
because the majority of these activities were free of charge. For example, when 
Brazilian Post provided training sessions on exports there was no charge. The benefit 
of the Post will be the later exports that those companies will hopefully make by mail 
and generate revenues. The same principle applied for SEBRAE, FIRJAN and 
SINDVEST. Other training sessions, such as the Fevest preparations were included in 
the expositor package. For this case, the sponsors benefited from the recurrence of 
these firms in the following years of the fair. These training sessions and workshops 
provided by the supporting institutions had been contributing to these SMEs 
knowledge as expressed by IE06: “At this training I had in Friburgo, because of the 
Fevest, they talked a little about everything, you know? Including the situation of 
receiving payment [from international sales] (…) They have showed us some forms of 
payments, risks you have, everything” (Case IE06, 2015). This reliance on the 
supporting institutions’ knowledge was also evident in more than one case when they 
mentioned that they turned to these institutions when in doubt. For example, IE06 was 
approached at Fevest, 2015 by an importing group from the Bahamas who asked for 
an anticipated ‘payment’ of US$1,000 for the firm to be able to export for them. Case 
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IE06 then obtained the details and “It’s funny; I even sent an email to SINDVEST with 
their response about it [the payment]. (…) Because…why a thousand dollars? I will 
pay it in exchange for what?”. The interview data showed that this pattern was 
recurrent in the firms’ interview data. Therefore, there was a strong suggestion that 
international exposure from network ties – intra-cluster supporting institutions – 
affected the internationalisation knowledge of the SMEs.  
 
The results from Study 1 suggested that the firms experienced intense mimetic 
pressure, presenting scores from moderate to high on each of the scale items. It was 
expected that these firms experienced the urge to mimic competing firms that appeared 
to be successful in exports. Notwithstanding these Study 1 results, the results of Study 
2 showed a partial support for the mimetic pressure’s proposition which explains the 
low exports ratios of the SMEs. Imitation or mimicking is said to have four stages: 
identification of the issue to be mimicked; willingness to do so; the ability to imitate 
(Jonsson et al., 2009); and finally, the response (imitation). The Study 2 propositions 
were aligned with the neo-institutional theory according to which “the 
internationalisation practices of firms are driven not only by efficiency consideration, 
but also by the desire to conform to institutional isomorphic pressures exerted by the 
social environment.” (Li & Ding, 2013, p. 506). Taken together the findings of Study 
1 and Study 2 suggested that these SMEs identified the competitors’ 
internationalisation practices, were willing to get to that stage, had the ability to 
imitate, but did not act towards the response. The evidence from Study 2 suggested 
that these SMEs did not suffer the pressure to conform because their competitors were 
depicted by them as better. Therefore, it would be ineffective to mimic, as can be 
evidenced by IE01: “I would say I feel good where I am. If I could get there where he 
is, of course, I'd be very happy. But I admire them. Because, for some reason, they did 
some investment. ... Some…they have invested in a product that worked. I usually say 
that they were in the right place at the right time. That not everyone is in this 
condition.” (Case IE01, 2015). Overall, this conclusion strengthens the argument for 
the lack of proactiveness of these firms. An implication of this is the lack of effect 
from international exposure from mimetic pressure on the firms’ processes of 
internationalisation. 
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5.3 Implications 
The main goal of this research was to examine the effects of international exposure in 
the staged internationalisation of SMEs that are geographically co-located within an 
industrial cluster intense in network practices. The findings of this study provide, 
therefore, several implications for theory, practice and policy-makers. The following 
sections provide a discussions of these contributions following a summary table of the 
present research main contributions can be found in Table 5.11. 
 
Table 5.11 
Summary of the Main Implications of the Present Research 
Theoretical Contributions 
I-Model Indication of the applicability of the adapted I-Model to 
SMEs geographically co-located inside an industrial 
cluster from emerging countries. 
International Exposure Identification of international exposure from network ties 
as an important factor to be incorporated to the I-Model 
specifically in the pre-internationalisation stages 
(awareness, interest and trial). 
Identifications of two items to be added to the International 
Exposure literature: network ties and mimetic pressure. 
Mimetic Pressure  Identification of a superior importance given to ability to 
imitate. Indication of possible different order in the 
process of imitation as proposed identification of the 
subject of imitation, ability to imitate, willingness to 
imitate and response. 
Internationalisation 
Knowledge 
Identification of supporting institutions as the main source 
of internationalisation within the industrial cluster. 
Internationalisation of 
SMEs 
Indication that international exposure positively influence 
SMEs internationalisation. 
Contributions to Practice and Policy 
Trade Shows Identification of trade shows as an important networking 
practice to increase export development of the SMEs.  
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Government Policies Identification of the need to further promote and invest in 
export promotion practices within the cluster SMEs. 
Training has received a positive acceptance by the sampled 
firms. 
Source: developed for this study. 
5.3.1 Theoretical Contributions 
Three theoretical contributions arise from this study. First, the main academic 
contribution of this research is the new synthesised innovation-related stages model 
(refer to Section 2.3.1.3) which incorporates principles of the international exposure 
framework and networks theory to provide an explanation for the triggers during the 
decision-making phase for companies co-located in an industrial cluster. The new 
adapted model can be a useful tool for understanding how relationship factors external 
to the firm involving formal and informal network ties and trade shows, influence the 
incremental export development of SMEs. Prior to this research there were limited 
studies integrating international exposure, industrial clusters and the I-Model.  
 
Second, this study provides an alternative view of the concept of psychic distance, for 
the purposes of country choice, as proposed in prior research of both the process and 
the stages internationalisation theories (Johanson & Vahlne, 1977; Johanson & 
Wiedersheim‐Paul, 1975). This multidimensional concept has been usually associated 
with the exporter. Another perspective was added to the psychic distance 
conceptualisation: the perceived cultural and behavioural closeness as determinants 
for the importer decision in selecting potential exporters. This finding was only 
achieved because of the follow-up explanations of the previous export destinations of 
the firms. Whereas these findings present contributions for theory, they also provide 
future research opportunities which are further discussed in Section 5.6. 
 
Third, this study contributes to the literature on organisation isomorphism, especially 
to the mimetic pressure theory, by providing evidence that there may be another 
sequence in the previously recognised phases (Jonsson et al., 2009) leading to the 
imitation involving subject identification, the ability to imitate, a willingness to imitate 
and the response. While, inclination or propensity (Miles et al., 1978) to imitation has 
been considered the final step to imitation (Ordanini et al., 2008), the results of this 
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study suggested that the ability to imitate might be more than “a last step in the 
imitation process” (Jonsson et al., 2009, p. 517). Further validation of this model is 
necessary and discussed in Section 5.6. 
 
In summary, this research contributes to understanding international exposure factors 
that influence the internationalisation process of SMEs embedded in industrial cluster 
network relations. As such, the more firms are engaged in networking practices within 
the industrial cluster region, the more development in internationalisation they are 
likely to reach. The research also demonstrated another perspective of approaching 
firms’ country choice for exports such as the importer-driven perspective. And finally, 
the study identified potential barriers to the willingness for co-located SMEs to imitate 
involving a perceived lack of ability to match competitors’ performance.  
 
5.3.2 Contributions to practice and policy 
This research has practical implications for firms and SME managers. The results 
indicated that social factors, namely, international exposure from network ties can play 
an important role in providing information about competitors’ internationalisation 
practices as well as promoting access to potential buyers. Networking activities have 
been shown to increase awareness, interest and prompt the experimenting of exports 
in SMEs. Moreover, trade shows can fill the existing perceived gap to the export 
opportunity. It would be advisable that decision-makers take advantage of the various 
existing practices within the Nova Friburgo cluster in order to advance their export 
development. 
 
Despite the important role of network ties, firms have also acknowledged the good 
performance of competing firms inside the industrial cluster and in their sector. This 
way, these SMEs have fulfilled the first two stages of the mimicking process: 
identification and willingness to mimic. Also, there was an overall consensus about 
the attractiveness of their product to overseas markets in terms of design, quality, and 
finish. A possible explanation for the perception of their lack of ability to imitate might 
include case IE07’s advice for firms’ success in overseas markets: quality control and 
standard international measures of the female garment industry. Though committing 
with quality demands an investment of resources, the task is not unachievable and 
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might pay off in a short period of time. Decision-makers can achieve this through 
investment in mimicking successful intra-cluster competitors. 
 
Continued efforts are needed to make internationalisation more accessible to SMEs 
because of their importance for a country’s economy and jobs generation. From a 
police-makers perspective, this research is rich in insights to promote the 
internationalisation of SMEs. First, the role of network ties in the intra-cluster 
international exposure could be further explored. Second, the effectiveness of the 
internationalisation knowledge transfer was evidenced in this research. There is, 
therefore, a definite need for aiding supporting institutions’ activities within an 
industrial cluster to promote internationalisation knowledge acquisition. And, finally, 
a key policy priority should be therefore, to plan for the long-term implementation of 
consistent government policies in relation to SMEs exports.  
5.4 Limitations 
Although this research has both theoretical and practical contributions, every research 
design essentially has its limitation (Malhotra et al., 2006). Five key limitations of this 
research are discussed below. 
 
The major limitation of this study was the low response rate for the online 
questionnaire in Study 1 (n = 26). This small sample size did not allow for the use of 
rigorous analytical techniques. Because the sample data was non-normal, non-linear 
(Tabachnick & Fidell, 2001) and presented homoscedasticity. These characteristics 
hindered the use of many bivariate and multivariate techniques such as simple 
regression, multiple regression or structural equation modeling (Hair et al., 2010). 
Also, it was not possible to report reliability scores using Cronbach’s alpha (Cronbach, 
1951), or validate the constructs by means of confirmatory factor analysis (CFA). 
However, this limitation was mitigated by means of the development of a second, 
follow-up, qualitative study in order to present meaningful results for this research.  
  
The size of the respondents’ network was measured by asking them the amount of 
people external to the company to whom they talked about international business and 
the frequency of interactions. Although these two measures are frequently used in the 
literature (Batjargal, 2003; Bratkovic, Antoncic, & Ruzzier, 2009; Ge, Hisrich, & 
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Dong, 2009; Inge Jenssen & Greve, 2002; D. Y. Lee & Tsang, 2001), a more reliable 
approach to acquire this information may have been the position generation approach 
(Carter, Brush, Greene, Gatewood, & Hart, 2003; Lin & Dumin, 1986). According to 
the position generation approach, respondents would are given a list of all the 
companies within the cluster and assign the degree and frequency of interactions. 
However, two main reasons limited the use of this approach: the timeframe and the 
size of the industrial cluster (approximately 1,000 firms related to the intimate fashion 
business). Therefore, a position generator approach for measuring networks within the 
Nova Friburgo cluster may be useful for a follow-up study.  
 
Study 1 adopted a non-probability sampling approach involving purposive sampling 
following a list-based technique (refer to Section 3.3.3). Despite the limitations of 
undertaking a non-probabilistic sampling, this research had specific needs in terms of 
the characteristics of the respondents. The respondent firms had to be SMEs and had 
to belong to the same industrial cluster and exposed to the same environment. 
However, this sampling strategy is advised in circumstances where it is a paramount 
condition that respondents have the same characteristics (Zikmund et al., 2012).  
 
Cross-sectional and self-reported data were used in Study 1. Data was collected in a 
single-point time and respondents completed the questionnaire without contact with 
the researcher (Robson, 2011). The disadvantage of a cross-sectional design over a 
longitudinal one is the impossibility of tracking the managerial team perceptions over 
time, for example by comparing them according to the economic and political 
situations of the country. Despite this limitation, it should be noted that the main 
purpose of this research was to identify and explain the effects of international 
exposure on the SMEs’ internationalisation. Therefore, a longitudinal design may be 
a useful approach for a future research study. As for the self-reported data, the main 
implication is the common-method bias (Zikmund et al., 2012) explained in Chapter 
3. Nonetheless, besides the measures taken to reduce bias, Study 2 helped clarify many 
of the results of the survey, especially the internationalisation knowledge items.  
 
The fact that the scope of this research was limited to a single-country makes these 
findings less generalizable to other settings. However, given the specificity of the 
sample (SMEs geographically co-located within an industrial cluster) a comparative 
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study among countries was deemed inappropriate for a masters thesis research time 
frame of completion. Nonetheless, in a single-country study the environment is held 
constant which enables fair comparisons between the respondents.  
5.5 Future Research Directions 
The overall aim of this research was to evaluate the impact of international exposure 
derived from intra-cluster dynamics on the process of internationalisation of SMEs. 
Future research suggestions range from 1) addressing a limitation of the study; 2) the 
need to expand the theory; 3) the need to re-evaluate previous research due to a new 
important finding; and 4) the need to replicate the study in a different context and 
setting.  
 
First, the results of this research supported the overall applicability of the proposed I-
Model to SMEs geographically co-located in an industrial cluster subject to intense 
international exposure. However, given the previously mentioned limitations of this 
study such as the low response survey rate (n=26), it was not possible to statistically 
validate the model. Replication and/or cross-validation of the proposed I-Model is 
necessary for strict statistical confirmation.  
 
Second, future research investigating the role of psychic distance from an importer’s 
perspective would be very interesting. Future research could therefore, concentrate on 
a cross-investigation of buyer decisions both when importers seek the overseas 
products and when they are sought by overseas customers. More broadly, research is 
needed to evaluate the importer’s willingness to negotiate through the perspective of 
the psychic distance factors. 
 
Third, further studies regarding the sequence of the imitation process would be 
worthwhile. Whereas previous studies have assumed that willingness to export 
precedes the ability to imitate (Jonsson et al., 2009), this research has indicated that 
the imitation process may not be according to the one that previous studies have found. 
Future research might explore the issue of imitation according to an experimental 
design to validate an imitation sequence. 
 
  
221 
Fourth, because this study is delimited to the investigation of Brazilian firms, further 
research could consider replication of this study in a cross-cultural context. That is, 
future research that assesses the role of international exposure in the export 
development of firms could consider a sample beyond Brazil. Networking is an aspect 
that is obviously affected by cultural and national factors and, therefore, employing a 
cross-country comparison would enrich the understanding of international exposure. 
 
5.6 Conclusion 
This research has investigated the effect of international exposure derived from intra-
cluster dynamics, such as networking and mimetic pressure on the innovation-related 
development stages of internationalisation of SMEs. Before this research, the concept 
of international exposure had not been explored within an industrial cluster company. 
The same applies for the I-Model that, to date, had not been tested within clustered 
firms. To account for the specificities of an intensive networking environment, de-
internationalisation and a concomitant process of trial and evaluation in terms of 
exports development for the firm, this research adapted an I-Model, and tested it within 
the sample. Because of the very low response rate it was not possible to state that the 
model was supported but there were strong indications for this fact.  
 
The very low number of responses encouraged the development of a sequential, 
qualitative study to follow-up on items that had not been well explained in the 
quantitative study. At this stage, the propositions were evaluated and the results 
indicated that the underlying rationale for the firms’ country choice and exports 
practices aligned with the proposed I-Model. International exposure from network ties 
was found to have an impact on the proposed export development stages. International 
exposure from mimetic pressure was found to affect the firms only to the extent of 
recognising them as models but not enough to develop mimicking patterns within 
those firms. Internationalisation knowledge, on the other hand, was found to vary 
according to the supporting institutions efforts in training. Overall, these firms were 
not more developed into internationalisation because they perceived a number of 
barriers and did not believe they could achieve the development of their competitors 
within the cluster.  
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Appendix 1 – Hypotheses Developed in Study 1 
H1 Intra-cluster international exposure from network ties has a direct effect 
on the export intensity of the firms. 
H2 Internationalisation knowledge has a mediating effect on the 
relationship between intra-cluster international exposure from network 
ties and the export intensity of the firms 
H3 Internationalisation knowledge has a direct effect on the export intensity 
of the firms. 
H4 Internationalisation knowledge has a mediating effect on the 
relationship between intra-cluster international exposure from mimetic 
pressure and the export intensity of the firms. 
H5 Intra-cluster international exposure through mimetic pressure has a 
direct effect on the export intensity of the firms. 
H6 Internationalisation knowledge has a mediating effect on the 
relationship between intra-cluster international exposure from network 
ties and the internationalisation stages of the firm. 
H7 Intra-cluster international exposure through network ties has a positive 
direct effect on the internationalisation stages of the firm. 
H8 Internationalisation knowledge has a direct positive effect on the 
internationalisation stages of the firm. 
H9 Internationalisation knowledge has a mediating effect on the 
relationship between intra-cluster international exposure from mimetic 
pressure and the internationalisation stages of the firm. 
H10 Intra-cluster international exposure through mimetic pressure has a 
positive direct effect on the internationalisation stages of the firm. 
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Appendix 2 - Original Scales from Proposed Questionnaire 
 
Innovation-related Stages of Internationalisation Scale 
From Wickramasekera & Oczkowski, 2006) 
(1 = strongly disagree; 5 = strongly agree) 
Original Adapted 
Our firm is not interested in exporting. Our firm is not interested in exporting. 
The domestic market is sufficient to meet our 
firm’s sales aspirations. 
The domestic market is sufficient to meet our 
firm’s sales aspirations. 
We do not think exporting is not worthwhile for 
the firm 
Exporting is not worthwhile for the firm 
We are interested in exploring foreign markets 
opportunities. 
We are interested in exploring foreign markets 
opportunities. 
We are interested in exporting products to 
overseas marketing. 
We are interested in exporting products to 
overseas marketing. 
Our firm is exporting on an experimental basis Our firm is exporting on an experimental basis 
Our firm is actively exploring the possibility of 
exporting. 
We are actively exploring the possibility of 
exporting and evaluating its benefits 
We export to many diverse overseas markets. We export to diverse overseas markets. 
We are an established exporter. We are an established exporter firm. 
We are actively involved in exporting. We are actively involved in exporting. 
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Mimetic pressure Scale 
From Li & Ding, 2013  
 (1 = totally disagree; 7 = totally agree) 
Original Adapted 
The major competitors are increasingly 
operating abroad. 
I am aware that other firms located in the cluster 
are increasingly supplying other countries. 
Those competitors who have adopted 
internationalisation have greatly benefited 
 
I am aware that other firms located in the cluster 
who have adopted internationalisation have 
greatly benefited 
 
Those competitors who have adopted 
internationalisation are favourably perceived by 
others in the same industry 
 
I am aware that those firms who have exported 
are favourably perceived by others in the same 
industry 
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Internationalisation Knowledge Scale 
From Pedersen, Petersen, & Sharma, 2003 
 (1 = totally disagree; 7 = totally agree) 
Original Scale Adapted 
Technology Standards Technology standards in other countries 
Laws on products and quality standards Laws on products and quality standards in 
other countries 
Business Legislations Business legislation in other countries 
Financial Practice and currency rules Financial practices and currency rules in 
other countries 
Business Culture Business culture in other countries 
Infrastructure  
Structure of the industry Structure of industry in other countries 
Customers in Denmark [domestic market]  
Customers abroad Customers overseas 
Suppliers in Denmark [domestic market]  
Suppliers abroad Suppliers overseas 
International organisations International organisations 
Authorities abroad Authorities abroad 
Human resource management abroad  
Financing abroad  
Development & Adaptation of products Development and adaption of products to 
attend customers’ demand in overseas 
markets 
Development and adaptation of production Development and adaptation of production to 
attend customers’ demand in overseas 
markets 
Making business with new customers Making business with new customers 
overseas 
Making business on mew markets Making business on new countries 
Collaboration with other companies Collaboration with other companies in order 
to attend overseas markets 
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Appendix 3 – Questionnaire Applied in Portuguese 
 
 
INFORMACAO PARA O PARTICIPANTE NO 
PROJETO DE PESQUISA PARA QUT 
– Questionario – 
Examinando o efeito da exposicao internacional a partir de redes de 
relacionamentos e pressao para imitacao em empresas localizadas em arranjos 
produtivos locais: um estudo no Brasil. 
Numero da Aprovacao Etica da QUT 1500000270 
EQUIPE DE PESQUISA   
Pesquisadora Principal Plistina Almeida    Aluna de Mestrado por Pesquisa 
Orientador Principal: 
Orientador Secundario:  
Professor Rumintha Wickramasekera Professor Adjunto 
Dr Alvin Tan    Professor Associado 
 QUT Business School, Queensland University of Technology (QUT) 
DESCRICAO 
Este projeto está sendo realizado como parte do mestrado de pesquisa de Plistina Almeida. O objetivo 
deste projeto é avaliar a importância das redes de relacionamentos e da pressão pelo conformismo para 
a a internacionalização da empresa. Você está convidado a participar deste projeto porque você 
gerencia, possui ou e responsável pela decisão de internacionalização em uma pequena ou media 
empresa situada no Arranjo Produtivo Local de Nova Friburgo que é o foco desta pesquisa. 
PARTICIPACAO 
A participação implica completar um questionário anônimo com algumas respostas abertas, escalas 
(concordo - discordo totalmente) e as questões demograficas. O preenchimento leva cerca de 10-15 
minutos. Perguntas incluirao aspectos sobre você, sobre as percepções da empresa a respeito de 
comércio exterior, sobre a prática e aquisição de conhecimento em rede de relacionamento, como, por 
exemplo: 
- Você já trabalhou em alguma empresa que exportou ou atuou na area de comércio exterior? 
- Por favor, indique o número aproximado de pessoas, externas a sua empresa, localizadas no 
APL de Nova Friburgo, com as quais você manteve conversas relacionadas a comércio 
exterior. 
A sua participação neste projeto é inteiramente voluntária. Se você concordar em participar é 
fundamental completar as questoes a que você está respondendo ainda que causem desconforto. Sua 
decisão de participar ou não participar nao impactara de maneira alguma o seu relacionamento atual ou 
futuro com QUT ou com SINDVEST. Se você concordar em participar poderá retirar-se do projeto sem 
comentário ou penalidade. Neste caso, qualquer informação identificável já obtida sera destruída. No 
entanto, como o questionário pode ser mantido anônimo, uma vez que foi completado o envio, não será 
possível remove-lo. 
BENEFICIOS ESPERADOS 
O projeto não traz beneficios imediatos para sua empresa. No entanto, pode beneficiá-lo indiretamente, 
atraves da implementacao dos resultados do estudo por meio de instrumentos de políticas relacionadas 
com o crescimento e os lucros das empresas em seu arranjo produtivo local. Um resumo dos resultados 
sera disponibilizado (sob demanda, questao 25 ou por email) aproximadamente em agosto de 2015. 
RISCOS 
Riscos mínimos sao associados à sua participação neste projeto. Estes incluem a inconveniência de 
tomar o tempo para responder a pesquisa e o interesse em conhecer mais sobre as estratégias de 
internacionalização. Esta situação, no entanto, só irá proporcionar oportunidades para o 
desenvolvimento da sua empresa. 
PRIVACIDADE E CONFIDENCIALIDADE  
Todos os comentários e as respostas serão tratadas de forma confidencial, a menos que exigido por lei. 
O nome da pessoa não e necessário em qualquer das respostas. Se voce concordar em ser contatado em 
caso de termos duvidas sobre suas respostas, voce podera fornecer um email ou um numero de telefone. 
Caso voce deseje receber um resumo dos resultados da pesquisa, um email e solicitado e este sera 
armazenado separadamente e nao sera possivel relacionar com suas respostas. Todos os dados coletados 
como parte deste projeto serao armazenados de forma segura de acordo com a politica de gestão de dados de 
pesquisa da QUT. Por favor, note que os dados não-identificáveis recolhidos neste projeto podem ser usados 
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como dados comparativos em projetos futuros como publicacoes em revistas cientificas ou armazenados em 
um banco de dados de acesso aberto da QUT para a análise secundária. 
CONSENTIMENTO PARA PARTICIPAR 
O envio do questionário on-line concluído é aceito como uma indicação de seu consentimento para 
participar deste projeto. 
PERGUNTAS / MAIS INFORMACOES A RESPEITO DO PROJETO 
Em caso de duvidas ou necessidade de mais informacoes, favor contatar um dos membros do time de 
pesquisa abaixo. 
Plistina Almeida Rumintha Wickramasekera 
[61 7] 3138 8305 [61 7] 3138 1560 
plistina.almeida@qut.edu.au  r.wickrama@qut.edu.au 
PREOCUPACOES / RECLAMACOES COM RELACAO A CONDUCAO DESDE 
PROJETO 
A QUT e comprometida com integridade da pesquisa e conduta etica de projetos de pesquisa. No 
entanto, em caso de duvidas ou reclamacoes sobre a conducao etica deste projeto voce pode contatar o 
setor de Etica de Pesquisas da QUT (Research Ethics Unit) no telefone [+61 7] 3138 5123 ou atraves 
do email ethicscontact@qut.edu.au. O Setor de Etica em Pesquisa da QUT nao e vinculado com o 
projeto de pesquisa e pode auxiliar na resolucao de suas preocupacoes de maneira imparcial.  
 
Parte 1: Nesta seção, informações sobre a empresa que voce administra. 
1. Em que ano a empresa foi criada?  
 
 
2. Sua empresa e subsidiaria de outra empresa? 
 
⃝ Nao - Va para questao 4 
⃝ Sim – uma empresa nao-brasileira 
⃝ Sim – uma empresa brasileira 
 
3. Sua empresa opera de forma autonoma em relacao a matriz?  
 
⃝ Sim 
⃝ Nao  
 
4. Qual o numero total de empregados na sua empresa? 
 
 
5. Qual a natureza das atividades da sua empresa? 
⃝ Varejo de roupas 
⃝ Tecidos 
⃝ Aviamentos 
  
252 
⃝ Maquinario 
⃝ Servicos 
⃝ Outra 
 
Parte 2. As proximas questoes perguntam sobre a pratica de exportacao da sua 
empresa. Por exportacao, estamos nos referindo a remessa de qualquer produto 
para o exterior, incluindo venda a clientes destinadas ao exterior por empresas 
de trading, correios, courier ou por meio de contratacao de despachante 
aduaneiro. 
 
6. A sua empresa tem alguma receita proveniente de exportacao?  
⃝ Sim 
⃝ Nao 
 
7. Em caso positivo, em que ano sua empresa comecou a exportar? Se a sua 
empresa nao exportou ainda, insira o numero 0. 
 
 
 
8. Em caso positivo, indique o percentual aproximado da receita proveniente de 
exportação? (Exemplo: 5%, 10% etc.) Se a sua empresa nao exportou ainda, 
insira o numero 0. 
 
 
9. Por favor, indique para qual país (paises) sua empresa já exportou. Se a sua 
empresa nao exportou ainda, apenas marque a opcao Nunca exportou. 
 Estados Unidos  Portugal  Argentina  China 
 Japão  Alemanha  Venezuela  Coréia do Sul 
 Chile  México  Itália  Países Baixos 
 Outros países da 
América Latina 
 Outros países da 
Europa 
 Outros Países da 
Ásia 
 Outros Países 
⃝ Nunca exportou – Va para questao 11 
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10. Por favor, indique a sequencia de desenvolvimento das exportacoes 
colocando insirindo 1 ao lado do primeiro pais para onde sua firma exportou. 
Insira 2 ao lado do proximo pais para onde sua firma exportou e assim 
sucessivamente.  
 Estados Unidos  Portugal  Argentina  China 
 Japão  Alemanha  Venezuela  Coréia do Sul 
 Chile  México  Itália  Países Baixos 
 Outros países da 
América Latina 
 Outros países da 
Europa 
 Outros Países da 
Ásia 
 Outros Países 
 
11. Indique o quanto voce concorda ou discorda com cada uma das sentenças 
abaixo a respeito de comércio exterior. A escala varia de 1= discordo 
fortemente a 5= concordo fortemente. 
 
Escala 1. Discordo 
Fortemente 
2. Discordo 3. Neutro 4. Concordo 5. Concordo 
Fortemente 
 
 Discordo ←→Concordo 
Nossa empresa não tem interesse em exportação  1 2 3 4 5 
O Mercado local nao é suficiente para atender aos 
objetivos de receita da empresa. 
1 2 3 4 5 
Exportação não vale à pena para a empresa. 1 2 3 4 5 
Nós estamos interessados em investigar 
oportunidades em outros países. 
1 2 3 4 5 
Nós estamos interessados em exportar produtos 
para outros países.  
1 2 3 4 5 
Nossa empresa está exportando 
experimentalmente.  
1 2 3 4 5 
Nós estamos explorando ativamente a 
possibilidade de exportação para a empresa.  
1 2 3 4 5 
Nos estamos avaliando os benefícios de 
exportacao para a empresa. 
1 2 3 4 5 
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Nos estamos trabalhando no sentido de nos 
tornarmos uma grande empresa exportadora no 
setor 
1 2 3 4 5 
Nós exportamos para vários países no exterior.  1 2 3 4 5 
Nós somos exportadores estabelecidos. 1 2 3 4 5 
Nós estamos ativamente envolvidos em 
exportação. 
1 2 3 4 5 
 
 
Parte 3. As proximas questoes perguntam sobre encontros e outros tipos de 
interacao com outros donos/administradores de empresas com os quais voce 
conversou sobre comercio exterior. As questoes estao especificamente 
relacionadas a conversas que voce teve com outros donos/administradores de 
empresas relacionadas ao setor de vestuario localizadas no seu mesmo Arranjo 
Produtivo Local, ou seja, APL-Nova Friburgo. 
 
Portanto, para o proximo grupo de questoes , considere apenas as empresas 
localizadas no APL-Nova Friburgo/RJ sobre as quais você tem informação de 
que já se envolveram com comércio exterior (exemplo: empresas que ja 
exportaram, empresas que possuem joint-venture com outras empresas no 
exterior, empresas que possuem clientes costumeiros que revendem seus 
produtos no exterior)  
 
12. Por favor, indique o número aproximado de pessoas, externas a sua empresa, 
localizadas no APL de Nova Friburgo, com as quais você manteve conversas 
relacionadas a comércio exterior. 
Considere todas as formas de interacao com essas empresas. 
 
 
 
13. Em relação as pessoas mencionadas na questão anterior, indique com que 
frequência ocorrem essas conversas/encontros com a maioria desses 
gerentes/donos de empresa.  
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⃝ Mais de uma vez por semana 
⃝ 1-5 vezes por mes 
⃝ Uma vez por mes 
⃝ Uma vez a cada 3 meses  
⃝ Uma vez a cada 6 meses  
⃝ Uma vez por ano 
⃝ Menos de uma vez por ano  
⃝ Nunca 
 
14. Indique o seu grau de concordância com as afirmações a respeito de outras 
empresas localizadas no APL-Nova Friburgo. A escala varia de 1= discordo 
fortemente até 5= concordo fortemente.  
 
Escala 1. Discordo 
Fortemente 
2. Discordo 3. Neutro 4. Concordo 5. Concordo 
Fortemente 
 
 Discordo ←→Concordo 
Tenho conhecimento de que outras empresas 
localizadas no APL Nova Friburgo estão cada vez 
mais vendendo para outros países. 
1 2 3 4 5 
Tenho conhecimento de que as outras empresas 
localizadas no APL Nova Friburgo que adotaram 
internacionalização estão se beneficiando bastante.  
1 2 3 4 5 
Tenho conhecimento de que as outras empresas do 
APL Nova Friburgo que já exportaram nao são 
percebidas favoravelmente por outros na mesma 
indústria. 
 
1 2 3 4 5 
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Parte 4. As proximas questoes perguntam sobre o conhecimento de comercio 
exterior da sua empresa. 
 
15. Avalie a extensao do conhecimento em sua empresa em termos de 
internacionalização. A escala varia de 1= bem pouco até 5= excelente. 
Por favor, note que nao ha resposta certa ou errada. Seja o mais honesto 
possivel. 
 
Escala 1. Bem Pouco 2. Pouco 3. Neutro 4. Muito 5. Excelente 
 
  
 
 Pouco ←→ Excelente 
Padroes de teconologia em outros países 1 2 3 4 5 
Leis sobre produtos e padroes de qualidade em 
outros paises 
1 2 3 4 5 
Legislacao de negocios em outros países 1 2 3 4 5 
Praticas e normas financeiras em outros paises  1 2 3 4 5 
Cultura de negocios em outros paises  1 2 3 4 5 
Estrutura da industria em outros paises  1 2 3 4 5 
Clientes no exterior  1 2 3 4 5 
Fornecedores no exterior  1 2 3 4 5 
Organizacoes internacionais 1 2 3 4 5 
Autoridades no exterior 1 2 3 4 5 
Desenvolvimento e adaptacao de produtos para 
atender demandas de clientes em outros países. 
1 2 3 4 5 
Desenvolvimento e adaptacao da producao para 
atender demandas de clientes em outros países. 
1 2 3 4 5 
Fazer negocios com novos clientes em outros 
paises 
1 2 3 4 5 
Fazer negocios em países diferentes dos quais ja 
temos negociacoes 
1 2 3 4 5 
Colaboração com outras empresas, a fim de 
atender os mercados no exterior 
1 2 3 4 5 
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Parte 5: Perfil do Participante 
Nesta secao, voce e solicitado a a fornecer informacoes sobre si mesmo. 
 
16. Qual a sua idade? 
 
 
17. Qual o seu sexo? 
⃝ Masculino 
⃝ Feminino 
 
18. Qual é o seu nível de educação? Por favor, indique apenas o maior Grau 
concluído.  
⃝ Segundo Grau completo 
⃝ Curso Tecnólogo completo 
⃝ Graduação completa (Bacharelado ou Licenciatura) 
⃝ Pos graduacao completa 
 
19. Você já trabalhou em alguma empresa que exportou ou atuou na area de 
comércio exterior? 
⃝ Sim 
⃝ Não 
 
20. Voce tem fluencia em alguma lingua estrangeira? 
⃝ Sim 
⃝ Não 
 
21. Voce ja morou no exterior? 
⃝ Sim 
⃝ Não 
 
22. Voce nasceu no exterior? 
⃝ Sim 
⃝ Não 
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23. Voce ja recebeu treinamento em comercio exterior, negocios internacionais 
ou exportacao? 
⃝ Sim 
⃝ Não 
 
24. Informe por favor se voce concorda em ser contatado em caso de termos 
duvidas sobre suas respostas. 
 
⃝ Sim Em caso positivo, por favor, forneca o email ou telefone: 
 
⃝ Nao  
 
25. Se você deseja receber o resumo dos resultados, por favor preencha os seus 
dados de e-mail abaixo: 
 
 
 
Agradecemos pelo seu valioso apoio!Se você deseja entrar no sorteio e/ou receber 
o resumo dos resultados, por favor preencha os seus dados de e-mail abaixo.Por 
favor, clique no botao ENVIAR antes de fechar esta janela. 
Answer options: 
Para entrar no sorteio, informe seu nome completo 
Para entrar no sorteio, informe seu endereco de email 
Para entrar no sorteio, informe seu telefone 
Se voce desejar receber um resumo dos resultados da pesquisa, informe seu 
endereco de email 
 
Agradecemos pelo seu valioso apoio! 
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Appendix 4 – English Version of the Applied in 
Questionnaire 
 
 
PARTICIPANT INFORMATION FOR QUT RESEARCH 
PROJECT 
– Questionnaire – 
Examining the effect of international exposure from intra-cluster dynamics in the 
process of internationalisation of small and medium-sized enterprises (SMEs) firms: 
a study in Brazil  
QUT Ethics Approval Number 1500000270 
RESEARCH TEAM   
Principal Researcher: Plistina Almeida    Masters by Research Student, QUT 
Principal Supervisor: 
Associate Supervisor:  
Professor Rumintha Wickramasekera Associate Professor 
Dr Alvin Tan    Associate Lecturer 
 QUT Business School, Queensland University of Technology (QUT) 
DESCRIPTION 
This project is being undertaken as part of Masters by Research for Plistina Almeida. The purpose of 
this project is to assess the importance of network ties and conforming pressure on the 
internationalisation of the firm. You are invited to participate in this project because you manage, own 
or are responsible for the internationalisation decision in a small company located within the Nova 
Friburgo industrial cluster which is the focus of this research. 
PARTICIPATION 
Participation will involve completing a questionnaire with some open-ended, Likert scale answers 
(strongly agree – strongly disagree) and background questions that will altogether take approximately 
10-15 minutes of your time. Questions will include aspects about you, about the firm perceptions of 
foreign trade, about networking practice and knowledge acquisition on international business, like, for 
example: 
 
- Have you worked for a company that exported and or had international operations? 
- Please, indicate the approximate number of business people external to your firm, located 
inside APL-Nova Friburgo/RJ, with whom you had conversations related to foreign trade. 
Your participation in this project is entirely voluntary. If you agree to participate you do have to 
complete any question(s) you are uncomfortable answering. Your decision to participate or not 
participate will in no way impact upon your current or future relationship with QUT or with 
SINDVEST. If you do agree to participate you can withdraw from the project without comment or 
penalty. Any identifiable information already obtained from you will be destroyed. However as the 
questionnaire can be anonymous once it has been submitted it will not be possible to withdraw. 
EXPECTED BENEFITS 
It is expected that this project will not directly benefit your firm. However, it may benefit you indirectly 
as the results from the study may take part in policy instruments related to firm’s growth and profits in 
your industrial cluster. A summary of the results will also be made available (upon request on question 
25 or by email to the researcher) approximately in August/2015. 
RISKS 
There are minimal risks associated with your participation in this project. These include the 
inconvenience of taking the time to answer the survey and the interest in getting to know more about 
internationalisation strategies. This situation, however, will only provide opportunities for further 
development of your firm. 
PRIVACY AND CONFIDENTIALITY 
All comments and responses will be treated confidentially unless required by law. The names of 
individual persons are not required in any of the responses. If you are willing to be contacted in case 
we need further clarification of your answers; you are welcome to provide an email address or a phone 
number. If you would like to receive a summary of the results of the research an email address is 
required, which will be stored separately to data and will not be able to be linked to your responses. 
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Any data collected as part of this project will be stored securely as per QUT’s Management of research data 
policy. Please note that non-identifiable data collected in this project may be used as comparative data 
in future projects such as journal publications or stored on an open access QUT database for secondary 
analysis. 
CONSENT TO PARTICIPATE 
Submitting the completed online questionnaire is accepted as an indication of your consent to 
participate in this project. 
QUESTIONS / FURTHER INFORMATION ABOUT THE PROJECT 
If have any questions or require further information please contact one of the research team members 
below. 
Plistina Almeida Rumintha Wickramasekera 
[61 7] 3138 8305 [61 7 ] 3138 1560 
plistina.almeida@qut.edu.au  r.wickrama@qut.edu.au 
CONCERNS / COMPLAINTS REGARDING THE CONDUCT OF THE 
PROJECT 
QUT is committed to research integrity and the ethical conduct of research projects. However, if you 
do have any concerns or complaints about the ethical conduct of the project you may contact the QUT 
Research Ethics Unit on [+61 7] 3138 5123 or email ethicscontact@qut.edu.au. The QUT Research 
Ethics Unit is not connected with the research project and can facilitate a resolution to your concern in 
an impartial manner. 
Thank you for helping with this research project. Please keep this sheet for your information. 
 
Part 1: The following questions ask about characteristics of the firm you own or 
manage. 
 
1.  In which year was your firm established?  
 
 
2. Are you a subsidiary of another company? 
 
⃝ No – Go to question 4 
⃝ Yes – an overseas parent  
⃝ Yes – a Brazilian parent 
 
3. Is your company able to function autonomously from your parent company? 
 
⃝ Yes  
⃝ No 
 
4. How many employees (full time equivalent) work at your company? 
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5. What is the nature of your firm activities? 
⃝ Clothes retail  
⃝ Fabric  
⃝ Trims  
⃝ Machinery  
⃝ Services  
⃝ Other  
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Part 2. The following questions ask about exports of your firm. By exports, we 
are referring to all goods sold for overseas markets, including sales for customers 
with destination to overseas markets either by trading company, post-office 
shipping, courier mail, forwarding agent.  
 
6. Does your company derive any income from exports? 
⃝ Yes 
⃝ No 
 
7. If yes, in which year did your firm start exporting? If the firm has not 
exported yet, please insert 0. 
 
 
 
 
8. If yes, what approximate percentage of the total sales of your company is 
derived from exporting? (E.g.: 5%, 10% etc). If the firm has not exported yet, 
please insert 0. 
 
 
9. Please, indicate to which country (countries) your firm has exported. If your 
company has not exported yet, check the No exports option. 
 United States  Portugal  Argentina  China 
 Japan  Germany  Venezuela  South Korea 
 Chile  Mexico  Italy  Netherlands 
 Other Latin 
American  
Countries 
 Other European  
Countries 
 Other Asian 
Countries 
 Other countries 
⃝ No exports – Go to question 11 
 
10. Indicate the sequence of export market development placing a 1 beside the 
first country to which your firm exported to. Place a 2 on the next country to 
which your firm has exported to, and so forth.  
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United States  Portugal  Argentina  China 
Japan  Germany  Venezuela  South Korea 
Chile  Mexico  Italy  Netherlands 
Other Latin 
American  
Countries 
 Other European  
Countries 
 Other Asian 
Countries 
 Other countries 
 
11. You are requested to indicate the extent to which you agree or disagree with 
each of the following statements about foreign trade. The scale ranges from 
1= strongly disagree to 5=strongly agree. 
 
Scale: 1. Strongly 
Disagree 
2. Disagree 3. Neither 
agree nor 
disagree 
4. Agree 5. Strongly 
Agree 
 
 Disagree ←→Agree 
Our firm is not interested in exporting. 1 2 3 4 5 
The domestic market is not sufficient to meet our 
firm’s sales aspirations. 
1 2 3 4 5 
Exporting is not worthwhile for the firm 1 2 3 4 5 
We are interested in exploring foreign markets 
opportunities. 
1 2 3 4 5 
We are interested in exporting products to overseas 
markets. 
1 2 3 4 5 
Our firm is exporting on an experimental basis 1 2 3 4 5 
We are actively exploring the possibility of 
exporting 
1 2 3 4 5 
We are evaluating the benefits of exporting 1 2 3 4 5 
We are working towards becoming a major 
exporter in the industry 
1 2 3 4 5 
We export to diverse overseas markets. 1 2 3 4 5 
We are an established exporter firm. 1 2 3 4 5 
We are actively involved in exporting. 1 2 3 4 5 
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Part 3. The following questions ask you about conversations or other types of 
interactions with other firm owners/managers you have had regarding foreign 
trade. The questions refer specifically to interactions you had with other firm 
owners or managers of firms that operate within the garment industry located in 
the same cluster as you, i.e., APL-Nova Friburgo. 
Therefore, for the next group of questions, please consider firms in the garment 
industry located in APL-Nova Friburgo/RJ which you are aware of that have 
internationalised before (e.g. has exported, has joint-venture in overseas, has a 
frequent customer that comes often to purchase and sell overseas). 
2. Please, indicate the approximate number of business people external to your 
firm, located inside APL-Nova Friburgo/RJ, with whom you had conversations 
related to foreign trade. 
Consider all ways of interaction with these firms. 
 
 
3. In regards to the people mentioned in the previous questions, indicate how 
frequently do these conversations/interactions occur with the majority of these 
people? 
⃝ More than once per week 
⃝ 1-5 times per month 
⃝ Once per month 
⃝ Once at every 3 months 
⃝ Once at every 6 months 
⃝ Once a year 
⃝ Less than once a year 
⃝ Never  
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4. You are requested to indicate the extent of your agreement with these assertions 
about the other firms located in APL-Nova Friburgo. The scale ranges from 1= 
strongly disagree to 5=strongly agree. 
 
Scale: 1. Strongly 
Disagree 
2. Disagree 3. Neither 
agree nor 
disagree 
4. Agree 5. Strongly 
Agree 
 
 Disagree ←→Agree 
I am aware that other firms located in the 
Nova Friburgo cluster are increasingly 
supplying other countries 
1 2 3 4 5 
I am aware that other firms located in the 
Nova Friburgo cluster have adopted 
internationalisation have greatly benefited 
1 2 3 4 5 
I am aware that those firms in the Nova 
Friburgo cluster which have exported are 
not favourably perceived by others in the 
same industry 
1 2 3 4 5 
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Part 4. The following questions ask about your firm’s knowledge about 
international markets.  
 
5. You are requested to rate the extent of your firm’s knowledge about trading in 
overseas markets. The scale ranges from 1= poor to 5=excellent. 
Please note that there is no right or wrong answer. Be as honest as possible. 
Scale: 1. Poor 2. Fair 3. Good 4. Very Good 5. Excellent 
 
  
 Poor ←→ Excellent 
Technology standards in other countries 1 2 3 4 5 
Laws on products and quality standards in 
other countries 
1 2 3 4 5 
Business legislation in other countries 1 2 3 4 5 
Financial practices and currency rules in 
other countries 
1 2 3 4 5 
Business culture in other countries 1 2 3 4 5 
Structure of industry in other countries 1 2 3 4 5 
Customers overseas 1 2 3 4 5 
Suppliers overseas 1 2 3 4 5 
International organisations 1 2 3 4 5 
Authorities abroad 1 2 3 4 5 
Development and adaption of products to 
attend customers’ demand in overseas 
markets 
1 2 3 4 5 
Development and adaptation of 
production to attend customers’ demand 
in overseas markets 
1 2 3 4 5 
Making business with new customers 
overseas 
1 2 3 4 5 
Making business on new countries 1 2 3 4 5 
Collaboration with other companies in 
order to attend overseas markets 
1 2 3 4 5 
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Part 5: Participant’s Profile 
In this section you will be requested to provide some information about yourself. 
16. What is your age? 
 
 
17. What is your gender? 
⃝ Male 
⃝ Female 
 
18. What is your education background? Tick the highest level acquired 
⃝ High School  
⃝ Vocational Educational Training  
⃝ Bachelor Degree  
⃝ Post-Graduate degree 
 
19. Have you worked for a company that exported and or had international 
operations? 
⃝ Yes 
⃝ No 
 
20. Are you fluent in a second language? 
⃝ Yes 
⃝ No 
 
21. Have you lived overseas? 
⃝ Yes 
⃝ No 
 
22. Were you born overseas? 
⃝ Yes 
⃝ No 
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23. Have you had formal training in Foreign Trade, International Business or 
Exports? 
⃝ Yes 
⃝ No 
 
 
24. Please, inform if you are willing to be contacted in case we need clarification 
on your answers. 
 
⃝ Yes Provide email address or telephone, please:  
 
⃝ No  
 
25. If you wish to receive the summary of the results, please fill your email 
details below: 
 
 
 
Thank you very much for your support! If you wish to enter the draw and/or 
receive a summary of the results, please fill your email below. Please click on the 
SUBMIT button before closing this page. 
Answer options: 
To enter the draw, enter your full name 
To enter the draw, enter your email address 
To enter the draw, enter your telephone number 
Should you wish to receive the summary of the results, enter your email address. 
 
Thank you very much for your support! 
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Appendix 5 - Questionnaire Questions, Rationale, Conceptual Definition and Data Range 
 
Construct Type Conceptual Definition/ Operational 
Definition and Question Nº 
Rationale/Original Source Level of Scale 
Measurement 
Data Range 
Age of 
participant 
Control 
Variable 
Demographic data.  
 
Part 1. Q1 
Frequently cited manager’s 
characteristic that possibly affect 
export behaviour of a 
firm.(Leonidou et al., 1998) 
Open-ended 
question 
N/A 
Gender Control 
Variable 
Demographic data 
 
Part 1. Q2 
Somewhat cited manager’s 
characteristic that possibly affect 
export behaviour. Will be 
approached in terms of 
demographic data mainly. 
Nominal 
Dichotomous 
1= Male 
2=Female 
Participant’s 
Education 
Background 
Control 
Variable – 
International 
Orientation 
Manager’s Education background. 
 
Part 1. Q3 
Frequently cited manager’s 
characteristic that affects 
International Orientation of the 
firm manager’s. 
(Axinn, 1988; Leonidou et al., 
1998; Louter et al., 1991) 
Nominal 1= High School 
2= Vocational 
Educational Training 
3= Bachelor degree 
4= Post-Graduation 
degree 
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Construct Type Conceptual Definition/ Operational 
Definition and Question Nº 
Rationale/Original Source Level of Scale 
Measurement 
Data Range 
 
Managers 
International 
Orientation 
Control 
Variable – 
International 
Orientation 
International Experience 
Assesses if the respondent manager 
had previous experience in foreign 
trade which could impact positively in 
the firms’ development towards 
internationalisation. 
 
Part 1. Q4 
Frequently cited manager’s 
characteristic that affects 
International Orientation of the 
firm manager’s (Axinn, 1988; 
Czinkota & Ursic, 1991; Das, 
1994; Leonidou et al., 1998) 
Nominal 
Dichotomous 
Yes=1 
No=0 
Managers 
International 
Orientation 
Control 
Variable – 
International 
Orientation 
Foreign Language 
Assesses if the respondent manager 
speaks a second language 
 
Part 1. Q5 
Frequently cited manager’s 
characteristic that affects 
International Orientation of the 
firm manager’s. 
(Czinkota & Ursic, 1991; Das, 
1994; Leonidou et al., 1998) 
Nominal 
Dichotomous 
Yes=1 
No=0 
Managers 
International 
Orientation 
Control 
Variable – 
International 
Orientation 
Lived Overseas 
Control Variable for Manager’s living 
overseas. Assesses if the respondent 
manager has lived overseas. 
Frequently cited manager’s 
characteristic that affects 
International Orientation of the 
firm manager’s. 
Nominal 
Dichotomous 
Yes=1 
No=0 
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Construct Type Conceptual Definition/ Operational 
Definition and Question Nº 
Rationale/Original Source Level of Scale 
Measurement 
Data Range 
 
Part 1. Q6 
 
 
Managers 
International 
Orientation 
Control 
Variable – 
International 
Orientation 
Born Overseas 
Control Variable for Managers’ Birth 
overseas. 
Assesses if the respondent manager 
has born overseas 
 
Part 1. Q7 
Frequently cited manager’s 
characteristic that affects 
International Orientation of the 
firm manager’s. 
(Holzmüller & Kasper, 1991) 
Nominal 
Dichotomous 
Yes=1 
No=0 
Managers 
International 
Orientation 
Control 
Variable – 
International 
Orientation 
Training in International Business 
Assesses if the respondent manager 
has received any training in 
international business. 
 
Part 1. Q8 
Frequently cited manager’s 
characteristic that affects 
International Orientation of the 
firm manager’s. 
(De Luz, 1993; A. C. Koh, 1991) 
Nominal 
Dichotomous 
Yes=1 
No=0 
Age of the 
firm 
Control 
Variable 
Age of the firm 
Asks about year of establishment of 
the firm. 
 
Frequent used variable in 
assessing knowledge acquisition 
by firms 
(Casillas et al., 2015) 
Nominal 
Dichotomous 
Will be analysed in 
terms of completed 
years. Computed in the 
way: 2015-[result] 
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Construct Type Conceptual Definition/ Operational 
Definition and Question Nº 
Rationale/Original Source Level of Scale 
Measurement 
Data Range 
Part 2. Q9 
Firm’s 
Alliances 
 Firm’s subsidiary 
Assesses if the firm has established 
partnership or alliances with other 
firms. 
Part 2.Q10 
Question to assure the firm does 
not have a parent company. 
 
Nominal  
Dichotomous 
No=1 
Yes=0 
Firms’ 
Autonomy 
 Firm’s autonomy. 
Assesses if the firm is fully responsible 
for their decisions. 
 
Part 2. Q11 
Question to assure the firm is 
responsible for its decisions. 
Nominal 
Dichotomous 
Yes=1 
No=0 
Size of the 
firm 
Control 
Variable 
Size of the firm.  
Number of employees of the firm. 
 
Part 2. Q12 
Question to assure the firm is part 
of the sample. Firms with number 
above 250 will have the results 
discarded. 
Open-ended N/A 
Nature of the 
Activity 
 Nature of Firm’s Activity 
Demographic data. 
Respondent expected to choose from a 
list of activities related to the garment 
Question to enrich data analysis. Nominal 1=Clothes retail 
2=Fabric 
3=Thread 
4=Machinery 
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Construct Type Conceptual Definition/ Operational 
Definition and Question Nº 
Rationale/Original Source Level of Scale 
Measurement 
Data Range 
industry which one their firm 
performs. 
Part 2. Q13 
5=Services 
6=Other 
Internationali
sation of the 
firm 
Dependent 
Variable 
Assesses whether the firm has 
exported or not. 
 
Part 2.Q14 
Identification of exporting firms Nominal 
Dichotomous 
Yes=1 
No=0 
Time of 
internationali
sation 
Control 
Variable 
Control variable for time of 
internationalisation. 
Demographic data 
 
Part 2. Q15 
Identification of exporting firms. 
Important for the model analysis 
in checking the model applies for 
born global companies if there is 
any. 
Open-ended Will be analysed in 
terms of completed 
years. Computed in the 
way: 2015-[result] 
Export 
Intensity 
Dependent 
Variable 
Dependent Variable. Respondent 
expected to input a percentage 
corresponding to the ratio of revenues 
derived from exports.  
 
 
Part 2. Q16 
The most used measure to assess 
Exports in the Literature 
(Katsikeas et al., 2000; Sousa, 
2004; Zou & Stan, 1998) 
Open-ended  Percentage of revenues 
derived from exports. 
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Construct Type Conceptual Definition/ Operational 
Definition and Question Nº 
Rationale/Original Source Level of Scale 
Measurement 
Data Range 
Internationali
sation Scope 
Control 
Variable 
Demographic data 
Respondent expected to rank the order 
of exporting countries according from 
a list of countries to which goods were 
exported in order of entry. There is 
also a ‘no exports’ option in case the 
firm is not internationalised. Countries 
named correspond to the major 
destinations of Brazilian exports 
according to the Brazilian Ministry of 
Development, Industry and Foreign 
Trade.  
 
Part 2. Q17 
Question to assess Psychic 
Closeness of the exporting 
companies. 
Nominal Multiple selections 
among 17 options of 
countries, regions and 
‘no-exports’. 
Respondents assign 
numbers to the 
countries in order of 
trading. 
Stage of 
Internationali
sation 
Dependent 
Variable 
Perceived internationalisation 
development of the firm. 
 
Part 2. Q18 
Pre-validated scale from the paper 
of Wickramasekera and 
Oczkowski 
Interval Scale Four-stage, 10-item 
scale to assess export 
development of the 
firm. Ranges from 
export awareness, 
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Construct Type Conceptual Definition/ Operational 
Definition and Question Nº 
Rationale/Original Source Level of Scale 
Measurement 
Data Range 
(2006). Scale was slightly adapted 
to account for the model 
developed this research.  
interest, experiential 
and adoption. 
A construct measure of 
ten item statements 
(measure on a 5-point 
scale) covering the 
four stages of 
internationalisation 
developed for this 
study.  
 
One item was reverse-
scored to account for 
self-reported bias “The 
domestic market is not 
sufficient to meet our 
firm’s sales 
aspirations”. This item 
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Construct Type Conceptual Definition/ Operational 
Definition and Question Nº 
Rationale/Original Source Level of Scale 
Measurement 
Data Range 
will be reversed for the 
analysis. 
International 
Exposure 
from 
Networks 
Independent 
Variable 
Network Size 
Respondent expected to input the total 
number contacts established by 
owner/manager/firm which have 
internationalised. 
 
Part 3. Q20 
 Open-ended Number of 
internationalised 
contacts of the firm 
within the cluster. 
International 
Exposure 
from 
Networks 
Independent 
Variable 
Network Frequency 
A construct of one item statement 
(measure on a 5-point scale) covering 
the frequency of interactions between 
the managers with their network ties. 
Respondents are expected to mention 
only the frequency of interactions with 
internationalised firms within the 
cluster. 
 
 Nominal 1=More than once per 
week 
2=1-5 times per month 
3=Once per month 
4=Once at every 3 
months 
5=Once at every 6 
months 
6=Once a year 
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Construct Type Conceptual Definition/ Operational 
Definition and Question Nº 
Rationale/Original Source Level of Scale 
Measurement 
Data Range 
Part 3. Q21 7=Less than once a 
year 
8=Never 
International 
Exposure 
from Mimetic 
Pressure 
Independent 
Variable 
Mimetic Pressure 
Perceived mimetic pressure towards 
internationalisation from other 
companies within the cluster.  
 
Part 5. Q21 
Pre-validate scale from Li and 
Ding paper (2013). Scale was 
slightly adapted in order to 
account for respondent’s clarity 
and to assure that they answer 
about firms located inside the 
cluster. 
Interval Scale A construct of three 
item statements 
(measure on a 5-point 
scale) covering the 
extent to which the 
firm suffer from 
mimetic pressure on 
internationalisation 
inside the cluster. 
 
One item was reverse-
scored to account for 
self-reported and 
acquiescence bias of 
the respondent “I am 
aware that those firms 
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Construct Type Conceptual Definition/ Operational 
Definition and Question Nº 
Rationale/Original Source Level of Scale 
Measurement 
Data Range 
which have exported 
are not favourably 
perceived by others in 
the same industry”. 
This item will be 
reverse-scored for 
analysis. 
Internationali
sation 
Knowledge 
Independent 
Variable 
 
Perceived internationalisation 
knowledge of the firm. 
 
Part 5.Q23 
Pre-validate scale from Pedersen, 
Petersen and Sharma (2003). 
Scale was slightly adapted in 
order to account for respondent’s 
clarity.  
5 items were excluded from the 
original scale because they did not 
fit in the research context 
(infrastructure, domestic 
customers, domestic suppliers, 
human resources abroad, and 
financing options abroad). 
Interval A construct of fifteen-
item statements 
(measure on a 5-point 
scale) assessing the 
internationalisation 
knowledge of the firm.  
 
  
279 
Construct Type Conceptual Definition/ Operational 
Definition and Question Nº 
Rationale/Original Source Level of Scale 
Measurement 
Data Range 
 
This scale was first used to assess 
tacitness and explicitness of 
knowledge. In this research, the 
statements will assess firm’s pure 
knowledge on 
internationalisation. 
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Appendix 6 – Expert Reviews for the pre-testing of the 
Questionnaire 
Academic Institution Expertise Outcome 
Provided feedback on the content and knowledge behind the questionnaire 
Professor Rumintha 
Wickramasekera 
Queensland University of 
Technology 
Expert in International 
Business has published 
research in Management 
International Review  
Questionnaire 
Design and content 
Dr. Alvin Tan 
Queensland University of 
Technology 
Expert in International 
Business 
Feedback for minor 
adjustments to 
terminology 
Dr. Charmaine Glavas 
Queensland University of 
Technology 
Expert in International 
Entrepreneurship 
Feedback for minor 
adjustments to 
terminology 
Dr. Shane Mathews 
Queensland University of 
Technology 
Expert in International 
Business 
Feedback for minor 
adjustments to 
terminology 
Provided feedback on structure and design of the questionnaire 
Dr. Stephen Cox 
Queensland University of 
Technology 
Expert in SEM. Familiar 
with cluster dynamics 
studies. 
Questionnaire design, 
content and refinement. 
Provided feedback on understanding of the questions in the context 
Jose Arcanjo de Azevedo 
MFTrade 
Foreign Trade Agent by 
the Brazilian Ministry of 
Development, Industry 
and Foreign Trade 
Foreign Trade Consultant 
Practitioner in IB field as 
an internationalisation 
consultant for companies, 
especially SMEs, in Brazil. 
Feedback for minor 
adjustments to 
terminology aiming at 
respondents 
understanding 
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Appendix 7 – Approaching Email to Companies 
 
Hello (INSERT NAME) 
 
My name is Plistina de Almeida from the School of Advertising, Marketing, and 
Public Relations at Queensland University of Technology.  
I am currently completing my Masters by Research on firm’s international exposure 
inside industrial clusters, and am looking for respondents to help me complete my 
analysis. 
 
I am writing because you have an online survey and have consented in being contacted 
for further clarifications on the same subject. This would clarifications would involve 
participating in an online interview with me that would take approximately 45 minutes 
of your time. Please, let me know if you are willing to assist in my research so that we 
can schedule a time for a skype interview. I will also send you further information 
about this research including an ethics consent form and an information flyer. 
 
 
Also, so you are aware, the research has been approved by the QUT Human Research 
Ethics Committee. The ethics approval number is 1500000270. 
 
 
Thank you very much for your time. It is greatly appreciated. 
Have a lovely day. 
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Appendix 8 – Descriptive Statistics – Skewness and Kurtosis 
 
 
 
variable N Min 
Ma
x 
Mea
n 
Std. 
Deviatio
n 
Skew
ness 
St. 
Error  
Kurto
sis 
Std. 
Error  
Exports Ratio 26 0 15 1.62 3.806 2.765 0.456 7.299 0.887 
Stages 26 2 4 2.97 0.474 -0.031 0.456 0.46 0.887 
International 
Exposure - 
Network 
26 0 600 39.92 116.971 4.736 0.456 
23.35
3 0.887 
International 
Orientation 26 10 14 
11.3
8 10.98 0.907 0.456 0.8 0.887 
Mimetic 
Pressure 26 2 5 3.36 0.699 0.088 0.456 -0.634 0.887 
Internationalis
ation 
Knowledge 
26 1 4 2.23 0.925 0.410 0.456 -0.786 0.887 
Internationalis
ation Scope 26 0 12 1.58 2.759 2.571 0.456 7.617 0.887 
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Appendix 9 – Interview Protocol used in Study 2 
 
 
Case 
number  
Interview 
number  Date  
Business 
name  
Interviewee’s 
name  
Interviewee’s 
job title  
Interview 
location  
Interview start 
time  
Finish 
time  
 
Part A - OPENING: Thank the participant for their time 
Firstly, thank you for taking the time today to have this discussion with me. This 
research would not be possible without your valuable contribution. We have come 
together today to further discuss how being geographically located inside an industrial 
cluster such as the Nova Friburgo exposes you and/or your company to any 
international practice. It is expected that the outcomes of this research will assist policy 
makers such as the Government or SINDVEST, for example, in developing strategies 
to enhance the internationalisation of companies like yours. These key findings will 
further assist international entrepreneurially focused firms in understanding foreign 
market and co-location but also facilitate the development of knowledge crucial for 
internationalisation. 
 
 
Part B- AIM OF THE RESEARCH: Explain the outcome of the research 
The aim of this research is to improve an already researched topic by further 
investigating the relationship between the export development stages of the small and 
medium sized enterprises and the potential international exposure due to geographical 
co-location within an industrial cluster.  
The aim of this research is to demonstrate the role, if any, of the relations the firms 
develop and the potential effect of mimicking pressure on you.  
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Part C - PROCESS OF THE INTERVIEW: Explain how the interview will operate 
 
In regards to our discussion today, there are no right or wrong answers to the questions 
we will discuss. I am simply interested in your opinions and experiences. This is totally 
confidential conversation and information I record, such as your full-name and 
demographic information will not be kept by the researcher or Queensland University 
of Technology. For the safety of yourself and your firm, I will disguise your name, 
company name and any personal identifying information in the final report, so you 
remain anonymous, unless prior permission in writing has been obtained by you to 
reveal your identify. All undisguised information will not be made public, nor will the 
information be given to a third party outside of my direct primary supervisor Dr. 
Rumintha Wickramasekera. Today’s process involves a conversation to discuss your 
opinions and experiences about the export development, if any, of your company and 
your engagement in intra-cluster relations. Your selected questions are based on you 
previous responses to the survey in order to save your time and enhance our 
understanding of these relations. I mean, you will only receive questions related to 
past exports if you have answered that you did export before. The complete interview 
process will take approximately 30-45 minutes. I would like to tape record today’s 
session, as I will be transcribing this discussion for analysis purposes. When I have 
completed the analysis, I will provide participants with a copy of the summary report 
for feedback and to ensure that your views have been appropriately represented. 
 
As part of the University’s ethical clearance policies, you are required you to complete 
the two steps: 
 
1. Reply to the approach email providing consent to take part in this interview. 
This step was already fulfilled.  
2. To reiterate orally so that it recorded your consent to be interviewed in 
accordance with the practices already mentioned by me earlier. I restate the 
confidentiality and privacy of all information discussed here. Also your name 
and your company’s name will be disguised in any publication. 
 
If you require confirmation or further details about the research project you can contact 
my primary research supervisor: 
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Dr Rumintha Wickramasekera- Primary Supervisor  
School of Advertising, Marketing and Public Relations   
Queensland University of Technology    
Phone: (61) 3138 1560     
E- mail: r.wickrama@qut.edu.au  
 
 
If you require any information in regards to the ethics of this research project, you are 
instructed to contact, Dr. Marilyn Healy:  
Dr Marilyn Healy- Business School Ethics Advisor  
Queensland University of Technology    
Phone: 3138 7651     
E- mail: m.healy@qut.edu.au  
 
Just before we start, can I please get you to state your name and your businesses name? 
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Part D – OPENING QUESTIONS 
1. Are you the owner/ founder/manager of this firm? If so, are you also the 
central decision maker within the firm?  
 
Part E. Exporting Profile of the Company and Export Development Stages 
 
Tracking If company responded YES to 
question about exports practice, 
informed some percentage, 
destination countries, year first 
exported. 
If company responded NO to 
question about exports practice, 
informed no percentages, no 
destinations countries or year 
in which first exported. 
Stages 1,2 
and 4 
2A. You have mentioned in the 
survey that you have previously 
exported in your company. Is 
exports in your company 
seasonal/rare or an ongoing 
practice? 
2B. You mentioned in the survey 
that you have never exported in 
your company. Could you tell me 
more about the main reasons for 
that? 
Stage 3 3A. How did exports in your 
company happen? Was it 
planned? Was it an unsolicited 
order? Did it happen online or 
from a recommendation of a 
customer, supplier? 
3B. Have you ever attempted to 
export? Could you tell me about 
it? 
Psychic 
Distance 
And 
International 
Knowledge 
(making 
business with 
new 
countries) 
4A. About the countries you 
exported to. Is there any 
particular reason for that progress 
choice? 
4B. If you were to export today to 
a customer in a country of your 
choice, which country would it 
be? Why? 
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Part F – International Knowledge 
 
Tracking If company responded YES to 
question about exports practice, 
informed some percentage, 
destination countries, year first 
exported. 
If company responded NO to 
question about exports practice, 
informed no percentages, no 
destinations countries or year 
in which first exported. 
International 
Knowledge 
in general 
5A. How has your company 
performed exports? Have you 
supplied to customers with 
destination to overseas markets 
either by trading company, post-
office shipping, courier mail, 
forwarding agent? 
 
5B. Have you ever received an 
international order before? If so, 
what prevented you from 
attending it? For example: big 
amount of products, knowledge 
of exports, fear of untrustworthy 
practice. 
Laws on 
products and 
quality 
standards in 
other 
countries 
6A. Have you or your staff 
engaged in any technical research 
about the countries and the 
products? For example: taxes, 
material, forbidden items. 
 
6B. Have you or your staff 
engaged in any technical research 
about the countries and the 
products? For example: taxes, 
material, forbidden items. 
 
Product and 
Production 
adaptation 
for overseas 
markets 
7A. Have you ever adapted a 
product in order to supply an 
overseas market? If yes, tell me 
about it. For example: the type of 
female briefs in other countries 
compared to the Brazilian one, or 
the body shape of overseas 
customers. 
 
7B. Would you ever adapted a 
product in order to supply an 
overseas market? If yes, tell me 
about it. For example: the type of 
female briefs in other countries 
compared to the Brazilian one, or 
the body shape of overseas 
customers. 
 
Practice and 
Financial in 
8A. How hard was the process of 
receiving the payment of the 
8B. How hard do you believe is 
the process of receiving the 
payment of the exports? 
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other 
countries 
exports? If you can, tell me a 
little about it. 
Business 
Culture in 
other 
countries 
9A. When you export/you have 
exported, do you know if you are 
supplying a company that will 
resell your products or a final 
customer? 
 
9B. Based on your current 
performance in the domestic 
market, do you believe you 
would supply companies that 
would resell your products or 
final customers? Any preferences 
on this matter? 
Legislation 
about other 
countries and 
own country 
10A. Tell me your impressions 
about exports paperwork. Is it 
something you and your staff 
prepare? Do you hire someone to 
do that? Does anyone else help 
you with these information? 
10B. Tell me your impressions 
about exports paperwork. Is it 
something you and your staff 
know how to prepare? Does 
anyone else help you with these 
information? 
Suppliers 
Overseas 
11A. Have you ever purchased 
inputs from companies in another 
country? 
11B. Have you ever purchased 
inputs from companies in another 
country? 
New 
customers 
overseas 
12A. Does your company search 
for new customers? Could you 
tell me about it? How do you do 
that. 
 
12B. Does your company search 
for international customers? 
Could you tell me about it? How 
do you do that. 
Collaboration 13A. Have you ever engaged in 
collaboration with another 
company in order to either your 
company or the other to fulfil an 
overseas order? How did this 
happen? Would you be willing to 
do it if you receive a big order 
and there is no way to attend it? 
Would you be willing to help 
other company in doing so? 
13B. Have you ever engaged in 
collaboration with another 
company in order to the other to 
fulfil an overseas order? How did 
this happen? Would you be 
willing to do so if another 
company from Friburgo receive a 
big order and there is no way to 
attend it?  
  
289 
Part G. International Exposure from Networks 
14. Do you attend any kind of regular meetings in Nova Friburgo in which there 
are other entrepreneurs like you? Could you tell me about it? For example: 
SINDVEST, FIRJAN, banks meetings; clubs such as ROTARYor LIONS; 
fundraising events.  
15. Are you aware of any other company in Nova Friburgo in the same sector as 
you that derives income from international markets? How did you know that? 
Can you name it? 
a. (If yes) How do you feel about these companies? 
b. (If yes) Do they have any feature that makes it easier/harder for them 
to try overseas market? 
16. What do you believe is unique about your company? Do you believe this is 
something the overseas market envisage? 
 
Part I. International Orientation 
17. Do you believe that speaking another language, such as English, is 
mandatory for success in international markets? 
18. If there were available courses, either free or at low cost, on 
internationalisation would you be interested? 
 
Part J – Closing Statements 
19. Is there any other issue or experience you would like to share about this 
matter? 
 
